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a — 
Are You Interested in 


the Indiana Field ? 


IN NO OTHER STATE CAN THE ADVERTISER GET 
THE SAME RETURNS ON HIS MONEY. 








You CAN NOT cover Indiana without 


The Star League 


Indianapolis Star, - - - 90,000 
Terre Haute Star, - - - 20,000 
Muncie Star,- - - - - 26,000 


GRAND This is 40,000 more 
TOTAL 136, OO than the combined circu- 


lation of all other daily papers published in these three cities. 





THE INDIANAPOLIS STAR 


Morning paper in Indianapolis. 
Sunday paper in Indianapolis. 


Paper published in Indianapolis for 
48 hours from Saturday afternoon 


The Only Monday paper in Indianapolis. 
until Monday afternoon. 


That’s why 87 per cent of the homes in Indianapolis 
are reached by the Star. 





General Offices of the Star League 
Indianapolis Star — Muncie Star — Terre Haute Star 
Star Building, Indianapolis, Ind. 
Cc, E, LAMBERTSON, 1315 Flat 'ron Bldg., New York, Eastern Manager, 
4 JOHN GLASS, Boyce Bldg., Chicago, Western Manager. - 
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Newspapers 


Worth 
Counting 


A book of 500 pages, edited by GEO. P. ROWELL, 
will appear Thursday, November Ist. Subscription 
price, One Dollar. 


It wil! deal with about one-third cf all 
the publications issued—all that print or 
ever said they thought they printed so 
many as 1,000 copics regularly—and_ will 
contain an epitome of all the information 
about the number of copies printed that 
has been collected by the Editor of 
Rowell’s American Newspaper Directory 
during the past 16 years. 


Anybody who wishes to see, in advance, precisely 
how a specified newspaper, or other periodical, is to 
be dealt with in the forthcoming book, may obtain a 
manuscript copy of the matter to be used by send- 
ing an application accompanied by ten two-cent 
postage stamps. 

ADDRESS 

.PRINTERS’ INK PUBLISHING COMPANY, 

No. 10 Spruce Street, New York. 
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AFTER THIRTY-EIGHT 
YEARS. 

At a time when many men now 
occupying important positions in 
the world of advertising were en. 
gaged in the important business 
of being born, a young advertising 
agent in New York City com- 
piled the first complete list of 
American newspapers ever issued, 
Prior to 1809 one of the principal 
assets of an advertising agent was 
his list of papers, a list jealously 
guarded lest the advertiser, learn- 
ing the names of the newspapers 
published in the territory he wished 
to cover, should enter into corre- 
spondence with them himself with 
out the intervention of an agent. 
Hence when, four years after the 
termination of the Civil War, 
George P. Rowell published the 
initial volume of the American 
Newspaper Directory, its appear- 
ance was not hailed with delight 
by the generality of advertising 
agents. On the contrary they 
predicted that it would ruin the 
business, just as a century earlier 
the British cotton-spinners pre- 
dicted that Arkwright’s innova- 
tion—the spinning jenny—would 
deprive them of their bread and 
butter. In neither case were the 
apprehensions of the many justi- 
fied by subsequent events; the Man 
in each case proved to be wiser 
than the Multitude. Arkwright’s 
invention increased the demand 
for cotton spinners a_ thousand- 
fold, and Rowell’s Directory, far 
from injuring the business of the 
advertising agent, proved to be 
the foundation stone on which 
that vast fabric, the advertising 
business of to-day, was erected; 
for no one will question that 
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NO: 


without some accurate list of pub. 
lications the advertising business 
as we know it would be an im- 
possibility. It does not diminish 
the credit due the American 
Newspaper Directory as the first 
of its kind to admit that if the 
idea of publishing a newspaper 
directory had not occurred to Mr, 
Rowell it would have occurred to 


someone else sooner or later. 
America would have been dis- 
covered even though Columbus 


had never been born, but the cre- 
dit of the discovery, to the end of 
time, will remain with the adven- 
turous Genovese. 

On one point, however, Mr. 
Rowell turned over virgin sod; 
did what had never been under- 
taken before, and what has not 
yet been attempted outside of 
America. He ascertained as 
nearly as he could and reported 
the editions printed by each sep- 
arate paper, with a view of meas- 
uring their comparative values as 
advertising media. 

Before an advertising campaign 
can be planned the names and 
locations of available mediums 
must be known. Prior to the ad- 
vent of the American Newspaper 


Directory this knowledge was 
confined to a few advertising 


agents and to an even less number 
of large advertisers—large ac- 
cording to the standard of their 
day—who, at much expense of 
time and money, had succeeded 
in compiling lists of periodicals 
for their own use. Secrecy was 
the keynote of the advertising 
business. To keep the advertiser 


in the dark as much as _ possibie 
regarding rates, methods and me. 
diums was the aim of the old time 
agent 


advertising agent. The 
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bought space by the column and 
retailed it by the inch, quoting a 
blanket rate on a list of papers so 
as to conceal from the advertiser 
the cost of individual publications, 
Accurate comparisons of results 
produced by part.cular publica- 
tions were impossible. Circula- 
tion statements were undreamed 
of. Rates were based not on the 
cost of the service rendered, but 
on a careful calculation of how 
much the advertiser could be in- 
duced to pay. Advertising, in 
short, was a bigger gamble than 
faro, for no one kept or could 
keep “cases” on the game. 

The first ray of light to pene- 
trate the darkness in which the 
advertising world was wrapped, 
the first attempt to bring order 
out of chaos, was the publication 
of Rowell’s Directory. For the 
first time advertisers were en- 
abled to see at a glance the whole 
galaxy of available mediums. 

They could communicate with 
the papers themselves, compare 
the price demanded by one for a 
certain service with the rates quoted 
ed by another, and compare these 
prices again with the estimate sub- 
mitted by the agent. This was 
the first step toward putting the 
art of advertising on a scientific 
basis. 

Tn the initial volume of the 
American Newspaper Directory, a 
book of 358 pages containing a 
list of all the periodicals pub- 
lished in the United States in 
1869, an attempt was made to se- 
cure statements of circulation, but 
with indifferent success. The 
newspaper publisher of that day 
was quite willing that the exist- 
ence of his publication should be 


made known to advertisers at 
large, but he was inclined to 
consider it an impertinence if 


questioned concerning the num- 
ber of copies printed. In the 38 
years that have elapsed since the 
first issue of the Directory made 
its appearance the attitude of the 
majority of publishers on the cir- 
culation question has remained 
unchanged. It has been found 
that only about one in four can 
be induced to make even the most 


general statement concerning the 
number of copies printed. lortu- 
nately, the papers that exhibit the 
greatest reticence are, with few 
exceptions, those of the least val- 
ue to the general advertiser. 
Knowledge of a paper’s circu- 
lation is the first information that 
an intending advertiser seeks, and 
it has been the constant aim ot 
Rowell’s Directory to supply this 
information by a definite state- 
ment from the publisher himself, 
if he could be induced to make 
one, or if not, then by a careful 
estimate based on the vast accu- 
mulation of information that has 
been collected during the nearly 
two score years that the Directory 
has been published. PRINTERS’ 
INK has also been instrumental in 
ferreting out the truth concerning 
newspaper circulations, and every 
scrap of information that has 
come to the Little Schoolmaster 
either through of its own report- 
ers or through the kindness of its 
readers has added to the candle 
power of the beacon that burns 
br.ghtly at 10 Spruce street. No 
such fund of information con- 
cerning American newspapers ex- 
ists outside of the office of the 
American Newspaper Directory. 
No other newspaper directory has 
been published for so long a time, 
No individual has devoted so 
many years to the study of the 
circulation question as has George 
P. Rowell. The announcement, 
therefore, that Mr. Rowell, since 
his retirement from active business 
a year ago, has been engaged up- 
on the compilation of a volume 


dealing solely with newspaper 
circulations is of the utmost. in- 
terest to advertisers. The vol- 


ume in question will be issued by 


the Printers’ INK Publishing 
Company November ist, under 
the title “Newspapers Worth 


Counting.” Work on it has al- 
ready progressed so far that it is 
possible to make now definite an- 
nouncement concerning some of 
its features, 

In the first place, Newspapers 
Worth Counting is not intended 
to supersede the American News. 
paper Directory, but to supplement 

(Continued on pave 6.) 











PRINTERS’ INK, 

















‘There Are No “Minor” Pieree 
Publications Now. 


The Wisconsin 
“Farmer’’ and the 
“Farmer and Stock- 
man’’ as Good as the 
Lowa “FTlomestead.’’ 








In the earlier days of 
the Pierce Publications, 
the entire force of Mr. 
Pierce’s great organiza- 
tion was concentrated upen 
the upbuilding of the Iowa Homestreap, which 
thereby became the foremost farm paper in ‘the 
world, 











For two years past, the policy has been different. 
The Wisconsin FarMer has been built up by lavish 
expenditures on its editorial features and in push- 
ing its circulation until it now has 30,000 subscribers 
and is the best agricultural medium in Wisconsin, 
fully as good for its field as the Homesteap. The 
FARMER AND STOCKMAN, With over 50,000 circulation 
in Missouri, Kansas and Oklahoma, is much the 
strongest farm paper in its territory—just as good 
as the Homesteap for results. 

Meanwhile, the HomestTEap continues to improve 
editorially and in circulation, having passed the 
75,000 mark and hurrying on toward 100,000, 

The five Pierce Publications (including the Farm 
GazeTre and the HoMEMAKER) have now 337,000 Cir- 
culation. Space in all five, only $1 a line flat. Address 


THE HOMESTEAD CO., 


Des Moines, Iowa. 























it. It is, in a way, an abridg- 
ment of the Directory, containing 
500 pages instead of 1,500, and 
listing 8,000 papers instead of the 


whole periodical press of the 
United States, which numbers 
close upon 25,000 publications. 


While it will be approximately 
one-third as large as the Directory, 
Newspapers Worth Counting will 
cost the purchaser only one-tenth 
as much, namely, one dollar, in- 
stead of ten dollars, the price at 
which the Directory is _ sol 
This low price, it may be said, 
barely covers the cost of produc- 
tion, to say nothing of the value 
of the time spent in compiling the 
book. It was not intended, nor 
is it expected, that Newspapers 
Worth Counting should prove di- 
rectly profitable to its compiler 
or to its publishers; but it is be- 
lieved that it will serve to ad- 
vertise the American Newspaper 
Directory, on which it is based, 
and that it will prove to be the 
best business bringer ever devised 
for the better class of publications, 
particularly for those that have 
fearlessly and faithfully adhered 
to the “open door policy,” that is 
to say, publications that year after 
year have set down each day, or 
each week or each month the 
number of copies printed, so that 
advertisers might have some bet- 
ter basis than bald assertion or 
mere guesswork on which to base 
their calculations. Of the value 
of Newspapers Worth Counting 
to the general advertiser it is un- 
necessary to speak. There is no 
book like it in all advertisingdom, 
Mr. Rowell, himself, describes 
the papers listed in this volume 
as “the wheat separated from the 
chaff’—the chaff being the 17,000 
publications omitted from News- 
papers Worth Counting, but in- 
cluded in the American News- 
paper Directory—papers which 
print less than one thousand cop- 
ies each and which however im- 
portant a role they may play in 
their own circumscribed field, 
are not worth the consideration 
of the general adertiser. 

Perhaps a brief statement of 
the reasons that induced Mr. 
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Rowell to undertake at this time 
the task of compiling the volume 
now nearing completion may not 


be without interest. It has been 
suggested that after forty years 
of active service in the adver- 
tising field he may have found 
the role of arbiter emeritus irk- 
some, and perhaps that is so. But 
a more cogent reason is to be 
found in the fact that the con- 
stantly increasing bulk of the 
American Newspaper Directory, 


d. due to the steady increase in the 


number of periodicals published 
in this country, has made an 
abridgment of the parent volume 
desirable. Then, too, the price 


which must be charged for the 
Directory—ten dollars—has_pre- 
vented many advertisers who 


ought to have a copy of Rowell’s 
Directory always at hand from 
purchasing it. Newspapers Worth 
Counting, at a dollar a copy, will 
be within reach of all. 

Mr. Rowell’s first idea was that 
the Directory itself might be 
compressed into smaller compass 
but on more careful consideration 
it was found that while some con- 
densation might be possible the 
actual saving in space would be 
slight, and a makeshift remedy at 
best, because within a compara- 
tively few years any saving in 
space which might be effected 
now would be offset, and more 
than offset, by the normal increase 
in the number of periodicals which 
must be catalogued: To omit any 
newspaper, no matter how insig- 
nificant, from the Directory itselt 
would be to impair the usefulness 
of that work, which purports to 
give and does give “a description 
of all the newspapers and period- 
icals published in the United 
States and Territories, Dominion 
of Canada and Newfoundland. 
and of the towns and cities in 
which they are published.” This 
gazetteer feature of the Directory 
might have been omitted, but that, 
too, would impair the usefulness 
of the work, because it is often- 
times most helpful to the adver- 
tiser to have before him just at 
the time when he is seeking for 
information concerning certain 
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newspapers, a description of the 
towns in which those papers are 
published, their populations, dis- 
tances from other and more im- 
portant towns, lines of communi- 
cation, principal industries and 
occupations ot their inhabitants, 
etc. It is conceivable that the tact 
t.at the town of San Kafael, Cali- 
fornia, is “a resort for invalids” 
might, to certain advertisers, be 
intormation of the first import- 
ance while to others the fact that 
tnere is a college at Santa Clara, 
California, might likewise have a 
dist.nct influence in shaping their 
selection of Pacific Coast medi- 
ums. So, also, the information 
that the drgus, of Santa Ynez, in 
the same State, is published in a 
town that numbers only 211 in- 
habitants might be to some a 
sufficient reason for not using that 
paper, while others, learning from 
the Directory that Falls Church, 
Virginia is distant only six miles 
from the City of Washington and 
is populated largely by Washing- 
ton business men and their famil- 
ics might from that fact shrewdly 
conclude that the circulation of 
the Washington Evening Star in 
Falls Church is larger than that 
of the local paper. 

It will be evident from the 
foregoing examples that the gazet- 
teer feature could not be di‘s- 
pensed with without impairing 
the usefulness of the Directory. 

Turning, now, to the descrip- 
tions of the papers. themselves. 
it‘is found that in every case the 
Directory gives: 

1.—Title of publication, 

2,—Frequency of issue, 7. e. whether daily, 
weekly or monthly, and if daily whether 
issued in the morning or afternoon, 

3-—Character of publication, whether re- 
publican, democratic or independent, or in 
the case of non-political papers whether 
literary, religious, educational or what. 

4.—Number of pages and size of page. 
5.—Subscription price. 

6.—Date of establishment. 

7.—Name of editor and publisher. 

8.—Circulation, 

All of this information is given 
in less space than it takes to tell 
of it and it is believed that none 
of it could be eliminated without 
omitting data that experienced 
advertisers consider important in 
estimating the relative value or 





appropriateness of 
mediums, 

In the early days of Rowell’s 
American Newspaper Directory it 
Was sometimes assumed, most 
frequently by publishers who were; 
dissatisfied with the ratings ac- 
corded their own papers, that the 
number of copies a paper wa; 
credited with issuing depended 
largely upon the goodwill of the 
editor of the Directory. This 
impression was effectually eradi- 
cated by the practice, inaugurated 
in 1895, whereby the ratings ac- 
corded to every paper in past 
years, sometimes for as many as 
ten preceding years, were repr:nt- 
ed in each issue of the Directory. 
By this means not only was the 
fact made evident that some pa- 
pers rarely made a report of the 
number of copies issued in a form 
that could be called definite, and 
that others never furnished any 
information at all concerning their 
circulations, but by having before 
h:m an estimate or statement of 
a paper’s circulation not for a 
single year only, but for several 
years, the user of the Directory ts 
enabled to “get a line,” as the 
saying is, on the publication under 
consideration, 

To illustrate by example the 
usefulness of this feature of 
Rowell’s Directory, let us suppose 
that an intending advertiser 
wishes to determine whether, as 
between the daily editions of th> 
Leader and the News-Tribune, of 
Marion, Indiana, it would be 
wiser to use the former or the 
latter. Turning to page 267 of 
the American Newspaper Direc- 
tory for 1906 he finds the follow- 
ing circulation histories of the 
two papers: 

“LEADER.” 


In 1895 publisher asserted, without, however, 
furnishing a detailed statement, that hiscircula- 
tion for the preceding year had averaged not 
less than 1,075 copies daily, 

In 1806 a request from the editor of the Di- 
rectory fora statement of circulation failed to 
elicit any response, the circulation of the 
Leader was therefore estimated as probably 
exceeding 1.000 copies. 

In 1897 this paper again failed to furnish 
any information concerning itscirculation prob- 
ably because, as indicated by the rating ac- 
corded it this year, the average edition was 
smaller than in previous years, 

In 1898 the “say nothing and saw wood” 


advertising 











policy was persisted in, and the editor of the 
Directory now estimated the circulation of the 
Leader as being certainly /ess than 1,000 
Cuples. 

In 1899 a Gefinite statement of circulation 
showing the number of copies printed each 
day tor a tull year was received indicating that 
the average circulation of the Leader was now 
2,339 copies daily, 

lu 1g00 no report. Circulation estimated by 
the editor of the Directory as probably exceed- 
ing 1,0c0 copies, 

In igot no report. Paper accorded same 
rating as in previous year. 

In 1902 a definite and detailed statement of 
circulation received showing average circula- 
tion to have been 3,757 copies daily. 

In 1993 circulation statement received show- 
ing average number of copies printed to have 
been 5,295 daily. 

In tg04 circulation statement received show- 
ing average number of copies printed to have 
been 5,635 daily. 

In ig05 circulation statement received show- 
ing average number of copies printed to have 
been 5,623 daily. 


““NEWS-TRIBUNE.” 


In 1897 publisher furnished a detailed state- 
ment covering the first six months of that 
year showing average number of copies printed 
to have been 1,462 daily. 

In_ 1898 publisher furnished a statement so 
indefinite and incomplete as to preclude its ac- 
ceptance by the editor of the Directory, who, 
nevertheless, estimated the NMews-7ribune’s 
circulation as probably exceeding 1,000 copies. 

In 1899 another indefinite statement was re- 
ceived from this paper with the same result— 
circulation estimated as probably exceeding 
1,000 copies. 

In 1900 same indefinite statement and same 
result, 

In 1go1 same indefinite statement and same 
result. 

In 1g02 a complete and definite statement 
showing the number of copies printed each day 
for a tull year was received, demonstrating 
average circulation to have been 3,948 copies 
daily. 

ln 1903 publisher furnished a statement in- 
complete in certain details, but sufficiently im- 
om sive as to warrant the belief that the circu- 
ation of the News- /ribune was in excess of 
of 4,000 copies daily, which was the rating 
accorded, " 

In tgo4 a request from the editor of the 
Directory fora statement of circulation tailed 
to elicit any response; the circulation estimate 
for the previous year was therefore revised so 
as to indicate a probable circulation of less 
than 4,000 and more than 2,250 copies. 

In 1905 request for a statement of circulation 
brought no response, probably because, as in- 
dicated by the rating accorded this year, the 
average edition was smaller than in previous 
years. 

With the above circulation his- 
tories before him the advertiser 
will have no difficulty in deter- 
mining which of the two papers 1s 
most deserving of his patronage. 
As the scientist starting with a 
fossil bone can reconstruct the 
skeleton of the animal to wh‘ch ‘¢ 
once belonged, so the experienced 
advertiser reviewing this data can 
follow the varying fortunes of 
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these two papers in their strife for 
supremacy. It is clear that in 
1897 the News-/ ribune was in the 
lead, witness the fact that in this 
year its publisher made a definite 
statement of circulation showing 
an average edition of 1,462 cop- 
ies daily, wh.le the Leader re- 
frained from making any state- 
ment. Two years later, in 1899, 
the Leader having in the mean- 
time worked up a circulation of 
2 339 copies, saw fit to announce 
that fact, surmising probably that 
this was a greater circulation than 
the News-Tribune possessed, The 
News-Tribune, it is to be noted, 
sent in in the same year a state- 
ment so indefinite as to preclude 
its acceptance by the Directory, 
although two years before that 
the publisher of this same paper 
had demonstrated his ability to 
furnish the kind of statement re- 


quired. In 1900 and 1go1 the two 
papers were probably _ printing 
edit ons nearly equal, but each 


being fearful that the other might 
be in the lead, neither could be 
persuaded to furnish a definite 
statement. In 1902 both of them, 
having attained circulations close 
upon 4000 copies daily, and each 
apparently being confident that the 
other could not makeso gooda showing, 
suddenly and simultaneously aban- 
doned the policy of ‘dignified 
slence and sent in statements. A 
comparison of these shows that in 
1902 the two papers were nip and 
tuck, the News-Trivune, with a 
circulation of 3.948 daily, leading 
its rival by less than 200 copies. 
Subsequent to 1902, however, the 
Leader began to forge ahead and, 
it is to be noted, has never since 
failed to furnish a definite state- 
ment of circulation each year, 
while the News-Tribune, taking 
refuge at first in statements less 
complete than those formerly fur- 
nished, finally confessed defeat by 
declining to make any statement 
at all. 

No argument is needed to prove 
that information such as is ascer- 
tained in the circulation histories 
given above is of the utmost im- 
portance to advertisers. But, 
having pursued for twelve years 





to 


the policy of retaining in the Di- 
rectory all the annual ratings ac- 
corded to every paper, these (al- 
though expressed by arbitrary 
symbols instead of being set out 
at length as above) have finally 
become so voluminous as to em- 
phasize the fact, seen plainly 
enough in the beginning, that the 
plan was not one that could be 
pursued indefinitely. Here, then, 
is the principal reason for the pub- 
lication of Newspapers Worth 
Counting. The Directory will no 
longer reprint the ratings accord- 
ed papers in past years, but 
(abandoning the use of symbols, 
which seem to have been a source 
of confusion and annoyance to 
many) will hereafter state in plain 
words and figures that all can 
understand the latest actual or 
estimated circulation of each pa- 
per listed. The résumé of pre- 
vious circulation records, from 
which the advertiser can deduce 
the past history of a publication, 
noting whether it seems to be 
progressive or otherwise and 
drawing his own conclusions re- 
garding the respective merits of 
rival publications, will be pre- 
served in the pages of Newspa- 
pers Worth Counting, which will 
omit about 17,000 periodicals in- 
cluded in the Directory. giving, 
nevertheless, the circulation his- 
tories of some 8000 papers of the 
better class—that is to say, all that 
print, or ever thought they print- 
ed, as many as 1.000 copies regu- 
larly. 


Newspapers Worth Counting 
will be in one sense an abridg- 
ment of Rowell’s American 


Newspaper Directory; in another 
sense, a supplement to the Direc- 
tory containing data which for 
lack of space will hereafter be 
om'‘tted from the larger volume. 
The gazetteer feature of the Di- 
rectory and the detailed descrip- 
tion of periodicals will be omitted 
from Newspapers Worth Count- 
ing. which will be primarily de- 
voted to the all-important ques- 
tion of circulation. It is be- 
lieved that the 17.000 publications 
that print less than 1.000 copies 
each and which are omitted from 
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Newspapers Worth Counting are 
of so little importance to the ma- 
jority of general advertisers that 
it will seldom happen that their 
absence will be noted, Should it 
occasionally happen, however, that 
particulars of one of the papers 
not worth counting are desired, 
the information sought will be 
found in the pages of the Direc- 
tory. 

It is Mr. Rowell’s belief that 
because it will include all of the 
publications that nine-hundred- 
and-ninety-n ne advertisers in a 
thousand will ever have occasion 
to use, and because of its con- 
venient size and the low price—- 
one dollar—at which it will be 
sold, Newspapers Worth Count- 
ing is destined to meet with a 
much wider sale than the Direc- 
tory has ever enjoyed. He hopes 
it will, not only because such a 
result would be extremily gratify- 
ing to himself, but because of the 
great good that will result to the 
really deserving publications and 
to advertisers as well, if, through 
the medium of Newspapers Worth 
Counting, it can be brought home 
to the thousands who are spend- 
ing or preparing to spend money 
in newspaper publicity that the 
best service an expert can render 
an advertiser will consist not so 
much in furnishing good copy for 
the good papers as it will in keep_ 
ing any and all kinds of copy out 
of the poor ones—the papers that 
are not worth counting. 

Cuas, L. BENJAMIN. 
ae ae 

HOW THE FREE AD ACTS. 

An Indian Territory editor says: “It 
is more fun to see a man read a puff 
on himself in a newspaper than to see 
a fat citizen slip on a banana peel. The 
narrow minded man reads it over seven 
or eight times and then goes around 
and begs all the copies he can. Thr 
kind-hearted one goes home and reads 
it to his wife and then goes around 
to the office and pays what he owes. 

“The successful business man, who 
advertises regularly and makes money 
bv it, immediately starts out to find the 
editor, and then the two walk silently 
down the street and the business man 
takes sugar in his’n and they both eat 
a clove or two and life is sweeter, and 
peace settles down on their lives for a 
moment. Such is the experience of a 
mustard seed that falls on different 
ground.’’—E-xchange, 











STORY OF “By V.. DY” 
UNDERWEAR. 


A NOVELTY IN MEN’S DRESS THAT 
HUNG FIRE SEVERAL YEARS, AND 
THEN WENT WITH A RUSH— 
HOW STEADY ADVERTISING IN A 
TRADE JOURNAL, BACKED WITH 
MAGAZINE ADVERTISING, DIVERT- 
ED DEMAND TO ERLANGER 
BROTHERS, 


THE 


The trade journal's influence is 
supposed to be narrow, and con- 
fined to the trade. Probably it is, 
so far as primary results are con- 
cerned, But the following ac- 
count of how a manufacturing 
house has entrenched itself in the 
general field by the use of a 
special publication, ought to get 
the attention of everyone who 
honestly wants to do the best 
thing in advertising, instead of 
being guided by what he thinks 
he knows. 

Some years ago the crack 
haberdashers of New York in- 
troduced a new garment for hot 
weather. These are the retailers 
—there are only three or four of 
them—who have a new necktie 
on sale a week after the King of 
England wears it to Ascot. What 
they introduce has a small sale, 
but a powerful influence on 
fashion, These gentlemen, five 
years ago, introduced a new kind 
of summer drawers for men, In- 
stead of knit goods, they provided 
their customers with knee draw- 
ers made out of the same material 
as their custom-made summer 
shirts—little loose panties. In- 
stead of a passing fad, this soon 
became standard among men who 
buy custom shirts. But as yet the 
great public that buys its haber- 
dashery in Sixth avenue, and 
Market street, and Halsted street 


had no inkling of this new sum- 
mer comfort. 
Erlanger Brothers, a firm in 


New York City making overalls 
and working shirts for the trade, 
were so attracted by the crack 
haberdashers’ knee panty idea 
that they began to make it up for 
the popular-price trade, adding an 
undershirt of the same material 


which opens down the front, like 
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It 


a coat—thus going the Fifth av- 
enue originators one better. 

It will undoubtedly add to the 
force of this story if we pause 
right here and consider a few 
of the conditions that govern the 
men’s clothing market: 

What Erlanger Brothers had 
been making—overalls and work- 


shirts—are practically _ staple. 
Dozens of other manufacturers 
made them, too, just as dozens 


make white shirts, and socks, and 
underclothes and fancy _ vests. 
Overalls, work-shirts and similar 
staples in this trade carry so small 
a profit that, if cotton goes up, the 
manufacturer’s margin may be 
wiped out in an afternoon's quo- 
tations. The firm that makes, 
say, a white shirt for staple trade, 
aims to produce an article at a 
stated price per dozen that will 
eclipse all other white shirts in 
the market at that price. The 
price must remain stationary. If 
a manufacturer is making his liv- 
ing out of white shirts at $6.92 a 
dozen for the retailer, to add 
eight cents and make his line an 
even $7 shirt would probably wipe 
out his business. 

A hard game, brothers, 
Well, this is what 
Brothers were doing when the 
knee panties came along. They 
adopted the latter as a novelty 
which they might make up before 
other manufacturers rushed in. 
There is money in such novelties 
for a few seasons. Manufactur- 
ers are always trying to pick 
winners among the new things 
brought out. If you pick this 
summer what the great multitude, 
the “common pee-pul,” will take 
up summer after next, it may 
mean more money than you could 
make on a staple line during a 
lifetime. For when demand 
does begin it goes with a rush. 
Prices haven’t become standard- 
ized by competition, and there is 
a good margin of profit until 
everybody gets into the game. So 
it’s worth taking a chance on oc- 
casionally. But while many are 

called few are chosen. 
Erlanger Brothers picked the 
knee panty, added the sy under- 


Erlanger 
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shirt and adopted a trademark— 
“B. V. D.” Then they began 
advertising to the trade, using th, 
Haberdasher, telling retailers that 
they made these new goods in 
moderate-price nainsook. But the 
demand from _ retailers was 
awfully light—lighter than the 
knee panties themselves in sum- 
mer. It seemed to take this new 
dress idea a long while to filte1 
down from Newport and Cen- 
tral Park West to the plain peo- 
ple. One of the brothers met 
Joseph W. G-bson, publisher of 
the Haberdasher, some months 
after their advertising had started, 
and put up the plea that every 
trade journal advertiser advances, 
for one reason or another, when 


he meets the publisher who 1s 
carrying his ad, 

“Orders are slow,” he com- 
plained. “We open an account 


once in a while with a new deal- 
er, but not enough to pay for the 
space. We're thinking of qu t- 
ting.” 

Mr. Gibson told him that this, 
in his opinion, would be foolish. 
He pointed out, as his honest be- 
lief, that their new idea in sum- 
mer clothing was one of the best 
things that had been introduced 
for many years. It might take 
the public some time to find it 
out, but in the end the garments 
would make their way. 

“Look at the coat shirt,” he 
said. ‘For years it hung fire. Men 
bought it, tried it, and at first 
didn’t like the idea of a shirt open 
all the way down the front. But 
in the end they abandoned the 
shirt that goes over the head, and 
now the coat shirt is a staple. 
You keep on advertising in the 
Haberdasher. Returns may come 
slowly now, but some day this 
novelty of yours will go with a 
rush, and when it does your steadv 
identity with it in my paper month 
after month will bring you the 
bulk of orders from the retailers.” 

The brothers stayed in. Month 
after month they published the 
same unnroductive ad, until the 
thing finally ran into years instead 
of months. Still there was never 
a nibble from the big public. “B. 
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retail 
but 


VV. D.” sold 
trade in a_ steady 
light—awfully light. 

The summer of 1905 was cool. 
Yet when it opened the time 
seemed to have suddenly come 
when the big public wanted th-s 
new underwear. Clerks had got 
onto the fact that the Old Man 
wore these knee drawers, and 
wanted the same thing. They 
asked the retailers and the latter 
hurried orders to the only house 


through the 
volume, 


in the trade that they knew, for 
a certainty, made such goods. 
Despite the backward summer, 


sales were large, and at the end 
of the season Erlanger Brothers 
had all the orders they could fill. 

The summer of 1906 opened up 
early, and it opened hot. There 
hasn't been a summer like it for 
several years in point of demand 
for lightweight clothing. The 
public came back to the retailer 
aga n and demanded these knee 
panties and coat undershirts. and 
what is more, they asked for them 
by the trademark—"B. V. D.’ 
This they had learned chiefly from 


the goods themselves, but the 
manufacturers took the hint and 
began advertising generally in 
magazines. Their ads have not 
been large—quarter and _ half 


pages in leading publications. But 
they began early, and have run 
right up to August. They have 
distributed a booklet, and printed 
two small halftones showing the 
old way of putting on an under- 
shirt over the head, and the com- 
parative simplicity of the coat un- 
dershirt. They made a straight 
hot-weather plea for their goods. 
and the most prominent thing in 
the ads was the black trademark. 

At the end of the season this 
year Erlanger Brothers had _ so 
many advance orders for these 
goods that the full capacity of 
their plant all through fall, winter 
and spring will not any more than 
fill them. They are selling their 
goods at a comfortable margin. 
Two or three seasons from now 
dozens of manufacturers will be 
competing with them on_ price, 
and the knee panty wi!l be staple, 
with the coat-undershirt. But 











until rival manufacturers get into 


line, and make themselves known 
to the retail trade, and begin 
shaving down pr.ces, and get 


ready to hand the new idea over, 
body and soul, to the jobber, with 
his own trademark if he insists on 
it, Erlanger Brothers have the 
call on these goods. Further- 
more, their timely advertising in 
general mediums has given them 
a trademark supremacy that will 
probably always make demand for 
their goods at their own price— 


provided the latter is within 
reason. ‘They have laid founda- 
tions, and future general adver- 


tising of the right kind will make 
it easy for them to hold their ad- 
vantage. 

While general publicity from 
now on must be used to hold and 
increase the trade, there is no 
doubt but persistent advertising 
to the trade. through the //aber- 
dasher. put this house in pos tion 
{0 reap the harvest when it was 


ripe. General advertising three 
or four seasons ago might have 


forced the novelty on the public. 
Again, it might have failed to do 
any such thing. But trade jour- 
nal advertising unquestionably 
paved the way so that when the 
real demand did come, it was di- 
verted where it belonged. 

The general advertising of Er- 
Ianger Brothers is placed by the 
Sherman Bryan Agency, 1 Union 


Square, New York. 
ae lg i ca 
Tue British Medical Journal has 


heen analyzing “headache powders” and 
finds them dangerous As for price, 
the ingredients of ten packets of one 
powder, which sell for fifteen cents, 
cost a quarter of a cent. 


<-> o——__— 





Your selling price must be decided 
bv demand—what the public will pay. 
Rut it is your business to see that the 
public is so educated that it will willing- 
ly pay your price.— Mertz’ Magazine. 
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don’t tell enough. 
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but best of all is the 


statement of circulation 





for each and every day 


of the preceding month 





printed in every issue 


of The Chicago 
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Advertisement 
Writer Wanted. 


Man who has had experi- 
ence and can show a quantity 
of good work done either on 
magazine or general news- 
paper copy; who is looking 
for a permanent and improv- 
ing position and is willing to 
state such facts (in confidence 
of course) as will help me 
identify him in a crowd of 
mere address-givers. What I 
need isa man of good char- 
acter and steady habits, with 
original yet sensible ideas, 
who will produce enough to 
make him valuable. 

If you are qualified and in- 
terested say something to 
“ER, A. W.,” P.O. Box 1592, 
Philadelphia. 
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GHOSTS. 

Psychologists, in their endeavor 
to explain the human entity, have 
propounded (one among many 
theories) that what we know asa 
human individual is really a com- 
posite of the ghosts of millions of 
ancestors, and the sum total of 
countless past lives. 

The average advertising cam- 
paign for any staple is pretty 
much the same sort of composite. 
Many and many the advertiser 
who has achieved success easily, 
instantly, in some field, expands 
his lungs and congratulates him- 
self on his wisdom and abil.ty. 
How much of his success is due 
to his own advertising? All, he 


fancies. Yet in reality he may 
have done very little to create 
demand, 

How many advertisers have 
operated in that field before? 
there’s a point tor you. Compe- 
tition of live, successful business 


houses in the same field always 
creates a larger general volume 
of business than would be the 
case were only one house adver- 
tising. The more talk, the more 
public interest and sales. But not 
alone the competitor helps. Often 
the thing that produces results for 
an advertiser may be the dead 
and gone campaigns of a dozen 


advertisers who failed in that 
very field. Ghosts, not of un- 
successful advertising, but of un- 
successful commodities. They 


failed because the goods were not 


right. But their advertising in- 
terested the people, and when 


something better of the same kind 
came along it profited by this in- 
terest. Where is Karo Corn 
Syrup? Gone—a_ ghost. But 
don’t assume that the idea died 
with the campaign. Somebody 
will one day market something 
new in syrup, and Karo’s adver- 


tising will help. Where is Life 
Buoy Soap? Not much in _ evi- 


dence. Was it deficient in qual- 
ity? Perhaps—and perhaps not. 
But all those thousands of dollars 
spent for Life Buoy are moving 
around still invisible, and working 
though out of sight. 


PRINTERS’ INK 








li your eyes are sharp, you can 
often see an advertising ghost 
before it passes out of the flesh. 
It pays to have the X-ray eye in 
this matter. During the past two 
years, for instance, one of the 
big—oh, the very big, loud, mi- 
raculous—campaigns in advertis- 
ing has been exploiting a new idea 
in a household article, Lhis house- 
hold article meets a “long-felt 
want.” People no sooner read 
the advertising than they know 
they must have that article, and 
they buy it. The advertising is 
good—could not be better. But 
the article is weak, and will not 
do what the advertiser claims tor 
it. A rival manufacturer in this 
field, gifted with the X-ray eye, 
has seen the time in the tuture 
when the first manufacturer will 
have to quit advertising, and his 
sales will drop off, and he will 
have to stop making that article 
-—a specialty in a large line ot 
staples he produces. ‘the second 
man is going to turn this ghost to 
account when it does finally pass 
in its checks. He has analyzed 
the commodity, and made some- 
thing better which will fill the 
long-felt want. He is following 
close to the manufacturer who is 
spending money putting his article 
on sale wherever the first man’s 
is on sale. He gets a profitable 
trade from purchasers of the ad- 
vertised article who are disap- 
pointed with it, and want to try 
something else in the same line 
He is spending not a penny for 
advertising outside of cards and 


displays for dealers. But some 
day the big, loud, miraculous 
campaign will join the silent 


caravan of advertising ghosts, and 
then the second manufacturer w'll 
begin to advertise. turning to ac- 
count ail the dollars that have 
been spent by the man who fell 
down on his goods. 

Advertising ghosts are always 


interesting, and sometimes they 
are amazingly profitable. It pays 
to have the X-ray eye. 
wes: 
PEANUTS. 
The monkey attracts all the atten- 
tion he desires—how does he_ benefit 


by it?—Advertising. 











PRINTERS’ INK. 15 


(A Roll of Honor } 


(FOURTH YEAR.) 


No amount of money can buy a place in this list fora paper not having the 
requisite qualificauon, 








Advertisements under this caption are accepted from publisners who, accord- 
ing to tne 1906 issue of Rowell’s American Newsvaper Directory. have submittea for 
that edition of tne Directory a detailea circulation statement. duty signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating mm the i906 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve montns prior to the date of making the statement, sucn state- 








ment being available for use in tne 197 issue of tne American Newspaper Directory. 


cir- 


culation figures in the ROLL OF HONOR of the iast named cnaracter are marked W1tD an (2%). 


These are generally regarded the publisners who believe that an advertiser has a right 


to know wnat lie pays his nara casn for. 





The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star 


ALABAMA. 


Birmingham. Ledger. dy. Average for 1905, 
2,069. Best advertising medium in Alabama. 


ARIZONA. 
Phoenix. Repubhican. Daily aver. 1905,6.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 
Fert Smith, Times. dy. Act. av. 1905, 8,781. 
Actual aver, for Oct., Nov. and Dec., 1905, 3.968. 
CALIFORNIA. 
Mountain View, Signsof _ Times. 
weekly average Jor 1905, 22.5% 
Oakland, Herald, Average 
May, 1906, 19.552. Av. June, 1906, 





Actual 


4 





GUAR 22,010, Largest cir.in Oakland. 
AN Ouly Pacitie Coast daily cireula- 
TEED tion guaranteed by Rovwell’s 


American Newspaper Directory. 
San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian, Cir. 1905, 1. 427; Muy, 1906, 1,700, 
en Franelseco. Sunset | Magazine, none 
ry; two hundred and eight pages. 5x8 
Cirosuinion 1904, 48.916: year ending Nov., 05, 
69,416. L.L. MeCormick, 120 Jackson Brae 
vard, Chicago, Illinois, a ouien representative, 
William A. Wilson, 44 East 23d St., New York 
City, New York representative. Home Offices, 
431 California Street. 
COLORADO. 
Denver. Clay’s Review, weekly; Perry A. Clay, 
Actual aver. Jor 194, 10,926, for 1905, 11,658. 
Denver, Post, daily. Post Printing and Pub- 
lisning Co. Aver. Sor 1905, 44.8203 Sy. 60, 10-4. 
Average for Juty,1906, dy. 54,208; Sy. 78.682, 
2" The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
onia, Sentinel, dy. giver Sor 1905, 5.022. 
atz, Speciat agent, N. 
ann Eve ning Post. Sworn daily av. 
11,025, E. Katz, Special Agent, N. 
Sworn daily 
Wantads one cent a word, 














vy.\ 
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TEED 








bine. Telegram-Union, 
av, 196, LO, 71. 








Meriden. ae nal, Actual average 


Sor 1905, T,aS8T 


vening. 


Meriden. Morning 


tee ord and Repupiican, 
Daily average Jor 1905, 78. 


erry 
New Haven. Evening Register. oe Actual 
av. for 1905, 18,T1b: Sunday, Lisi i 
New Uaven, Palladium, dy. Arer. 1904, 7.8573 
1905, 5.636. H, Katz, Speci ul Agent. N.Y. 
New Haven. Union, Average 1905, 16, 


209, 
ist 3 mos, /906,16,486. E. Katz, Spec. Agt., ye 





New London, i ev’g. Aver. 1905, 6.109; 
ist § mos. 196, 6.012, E. Katz., Sp. Agent, N. Y. 


Norwalk. E Mae Hour. Daily average year 
endiny Dec., 190. Aprilcire., as certitied 
by Ass'n Am. Adv raul returns deducted, 2,869, 
Bulletin, morning. Average for 
1905, 5.9205 now, 6,588, 





Norwich. 
1904, 2.800; 





Waterbury. Repubiic an. dy. Aver. Sor 1906, 
®.648. La Coste & Mawwell spec. Agents, N. Y. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 195, 85.550 (@®©). 


FLORIDA, 
Jacksonville, Metropolis, dy. Ar. £905, 
4st 4 mos, 1906, 9,407. E. Katz 


GEORGIA. 


Atianina. Journal, dy. Av. 1905,46.038. Sun- 
+) S, Semt- weeiciy 56.781; May, 1906, 
74.281, 


Daily aver. first six mos. hg 
Sp. «ig., N. Y. d& Ch 


8,980; 
Sp. Agent. N. ¥. 





da ¢ 
daily, 52.517; Sun., d3.97 ct semi-wy., 








Atlanta, News 
24,668. S.C. Beciwitn. 


Atlanta, The Southern Ruralist. Sworn aver. 
first six mos, 19/6, 62.96 6 coniesmonthly Begin- 





‘ning Sept. ist,? 0. 000 guaranteed, semi-monthly, 


Auguata, ot gga 
1905 average. 6,043. 
ILLINOIS. 


Aarorn. Daily Beacon. Daily average for 
1905, 4,080; jirst six months of 4906, 6,245. 


Cairo. Citizen. Daily average rst six 
months 1906, 1,529. # 


Only morning paper. 





Champaign, News. res Rie months 1906, 


daily, 3.07 6 ; weekly. 8.44 
Chienge. Bakers’ tg monthly ($2.00), 
Bakers’ Helper Co. Arerage for 15,4,.100(@@). 
Gazette. weekly; $2.00, 
Averaye circulation 1905, to Dec. cist, 66,605. 
Chienago, Dental Keview, monthly 
average for 1905, by 708, 


Chicage, Breeders’ 








Actual 








16 


Chicago, Examiner. Average for 1905. 144,- 
806 copies daily; 90% of circulation in erty; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Represent tires. 


Chieago, Farm Loans and City Bonds. Lead 
ing investment paper of the United States, 


Chicago. Farmers’ Voice and National ural 
Actual aver., 195, 80.700, Jun,, 1906, 42,460. 


Chicago, Inland Printer. Actual average cir 
culation Sor 1905, 15.866 (@ ©). 


Chiengo, Orange Judd Farmer. Only agricul 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. lKeaches nearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn- 
esota; half the postoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Ohiecago, Record-Heraid. Areruge 1%4, daily 

145.761, Sunday 199.400. averuge 1905, daily 
146.456, Sunday 204.559. 
2 The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy. 

Chieago. System. monthly. The System Co.. 
pun. Eastern office 1 Madison Ave.,N. Y. Arer- 
age for year ending, March, 1906, 50.596. Cur- 
rent average in excess of 60.000, 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest cireula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (©O©). 

Joliet, Herald evening and Sunday morning. 
Average for year ending July 17, 1906, 6.266, 

Peoria. Star, evenings ana Sunday morning. 
Actual average for 195, d’y 21,042. S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.- 
040. Sundays over 15.000. E. Katz, 8. & 
Indianapolia, Up-to-Date Farming. 1995 av., 
156,250 semi-monthly; 75c. a line. Write us 
Notre Dame. The Ave Maria. Catholic weekty 
Actual net averuge for 195. 24.890. 
Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 
Richmond, The Evening Item, daily. Sworn 
average net paid circulation for 1905, 4,074; sir 
months ending June 30, 196, 4.262; for June, 
196, 4.449. Over 3.200 out of 4800 Kichmond 
homes are regular subscribers to the Evening 
item. 





UA 
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South Bend. Tribune. Sworn daily average, 


1905,%7.205. Sworn aver. for May, 196, 7,548. 


IOWA. 

Davenport, Catholic Messenger, 
Actual average for 15, 5.314. 

Davenport. Times, Daily arer. June 12,021, 
Circulation in City or total guaranteed greater 
than uny other paper or no pay Jor space, 

Dew Moines. Capital. aaily. Lafayette Young, 
publisher, Actual average sold 1905, 39.17%. 
Present circulation over 40.000. City and State 
circulation largest mm Iowa. More local advertis- 
ing in (905 in 342 issues than any competitor in 
365 issues. The rate sive cents a line. 


Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation for May, dy. 29,434. 


Sioux Olty. Trioune. Evening. Net sworn 
daly. average 1905, 24.287 : July, 1906, 27.177. 

The paper of largest paid circulation. | Ninety 
per cent of Sioux City’s reading public reads 
the Tribune. Only Lowa paper that han the 


weekly. 
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Sioux City. Journal, daily. Averayve for 1905 
sworn, 2 61. Averaye for jirst six months, 
1906, 29,0. 





KANSAS. 
Hutchinson, News. Daily 1905, 8.485. 
Kutz, Special Agent. N. ¥. 





RE. 


Lawrence, World, evening and weekly. Copies 
printed, 1905, daily, 8.578; weekly, 8.180. 

Pittsburg, Headlight, dy. and wy. Actual 
average Jor 1905, daily 5,280, weekly 8.2738. 

Wichita, Star, weekly. Average for year end- 
ing January, 1906, 2.845, 


KENTUCKY. 


Lexington, Leader. Ar.’05,, evy. 4.694. Sun. 
6.165; May, dy. 5.865. Sun. 6.968. E. Katz, S.A, 





Marion, Crittenden Record, weekly 
average for year ending October, 1905, 





tual 





Owensboro. Daily Inquirer. Larger cire. than 
any Owensboro daily. No charge unless true. 


LOUISIANA. 

New Orleans, ftem. official journai of the 
sity. 4v.cir Jan., 196, 24.615: for Feb., 1906, 
25.419; for March. 1906. 26.069; for April, 1906, 
26,090. Av. cir. Jan, 1 to June 0, 1906, 25,196. 


MAINE. 


Augusta. Comfort,mo. W. H 
Actual average Jor 1905, 1,269.5 








Gannett, pub. 
3. 
Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986. weekly, 2.090, 
Bangor. Commercial. 
9.455. weecly 29,117. 
Dover. Piscataquis Observer. 
average 1905. 2,019. 








Average Jor 1905, daily 
Actual ween ly 


Lewiston. Evening Journal, daily. 
1905. 7.098 (OO). weekly 17.445 OG 

Phillips, MaineWoods ana Woodsman.week ty, 
1, W. Brackett Co, Arerage for 195, 8.077%. 


Aver. for 
de 


Portland, Evening Express, Average for 1905, 
daily 12.005. Sunday Telegram, %,428, 


MARYLAND. 


Annapolis, U.S. Naval Institute, Proceeding: 
of ;q¢. ; copies printed av.yr. end’g Sept.1905,1,637 





Baltimore, American, dy. Av. first six months 
196, SD,142; Sun., 67.714. No return privileye 
Octane 

Balthmore. News, daily. Evening News Pub- 
lishing Company. Arerage 195, 60.678. For 
July. 1906. ZO.818, 

The absolute correctness of the 
litest circulation rating accorded 


TALLOW the News is quaranteed oy tne 
AN pudlishers of Rowell’s American 
TEED Newspaper Directory. who will 


pay one hundred dollars to the 
jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston, Christian Endeavor World. A leading 
religious weekly, Actual average 1905, 99,491, 
Kosten. Globe. Average 1905, daily, 192.584. 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
100,000 more circulation than any other Sunday 
paper in New England” Advertisements go in 
moruing and afternoon editions for one price. 

t#~ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


fc\et—we teed by the publishers of 
san ; Rowell’s American News- 
EEO paper Directory, who will 


pay one hundred dollars to 
the first person who successfully con- 
troverts its aceuracy. 





Boston. Evening Transcript (OO). Boston’s 





@uaranteed Star, 


tea tuble puper. Largest amount of week day adv, 











PRINTERS’ INK. 


Boston. fm. anerage for May, 1906, Boston 





Da ly Boston unday Post, 
os44 380. + pails Dain over May, 1905, T8793 
Sunday gain over May, 1905. Lhe9. Flat 


rates, r. 0. p. daily, 20 cents; Sundau, 18 cents. 
The Great Breakfust Table Paper of New Eng- 
land, 


Lynn, Evening News. Actual average for 1905, 
5,805. 


Springficid, Farmand Home. National Agri- 
cues semi-monthy. Total paid circulation, 
.482. Distributed at 58.226 postoffices. 

All advertise- 





E arn and Western editions. 
ments guaranteed, 





Sornesain. Good Housekeeping, mo Aver- 
i 5.0 vo issue less than 200.000, 
All phenol onion gua: aateed. 


e 








Springfieid. New England Homestead. Onl 
important agricultural weekly in New Englanc 

-aia circulation, 40,000, Reaches every post- 
office in Mase. R. L.. and Conn, , and allin Ver 
mount, New Hampshire and Maine. except a few in 
the woous. All advertisements guuranteed. 


W oreester. (’Opinion Eten, dat'y(O ©). 
Paid averaye Sor 1905, 4.25 


MICHIGAN. 


Adrian, Telegram. Dy. av. last three months, 
195, 5 ATL. Payne & Youngs. Specials. 

Grand Rapids, Kvening Press dv. <Arerage 
195, 46.456. Covers Western Michigan. 

_ Jackson, amiga hago Arerisge June, 1906, 
6,511; Sunday, 6 2; weekly (April). 2.313, 
aginaw. Courier Herald. daily. 
Average 15.12.3894: June. 1906, 14. 











panaay: 


Saginaw. Evening News. daily. 
$905, 16.710; July, 1906, 20.712, 


MINNESOTA. 


Minnenapoila, Karmers’ Trivune. twice a-week. 
W.J. Murphy, pun. Aver. for 1905, 46.4238 


428. 

VMinnenpoiils, Farm, > Stock and Home, semi- 

monthly. Actual average 1905, 87,187; Jirst 
sic mouths 1906, 100.050. 

The absolute accuracy of Farm, 

Stock & Home's circulation rating 

is guaranteed by the American 


Average for 








CURA Newspaper Directory. Circulation is 
practically confined to the farmers 

te EO of Minnesota. the Dakotas. Western 

isconsin and Northern Iowa. Use 

it to reach section must proptatly, 
Minneapoll«. Journal, Daily and Sunday. 
In 1905 averaue daily c:rculation 67.388. Daily 
average circulation for July, 196, T6099. 


Aver, Sunday circulution, July, 1906, 70.902, 
The absolute accuracy of the 

Journal's circulation ratings is 

guaranteed bu the Ainerican News- 


Saw pauper Directury. It reaches a 
greater number of the purchasing 
TEED classes and goes into more homes 


tha any prper in its jeld. It 


» brings resuits 


Minneapolis, School Education, mo. Cir. 1905, 
9,850, Leading educational journal inthe N.-w. 


Minneuapolis Tribune. W. J. Murphy, pub 
Est. i867. Oldest Minneapolis daily. The Sunday 
Tribune average per :ssue Jor the first six 
months of 1906 was 83.011. The daily Tribune 
average ee fever oor the first six months of 
1906, was 10 


CIRCULAT v 








The Evening Tribue 1s guar- 
anteed to have a laryer circula- 
tion than any svther Minneap- 
olis newspaper’s evening edi- 


GUAR tion. The carrier-delirery of 
AN the daily Tribune in Mmneap- 
TEED olis is many thousands greater 
1 than that of any other news- 


he city circulation 
reeeds 43.000 daily. The 
ia the recognized 
pauper of Minne. 


pruper. 
by Am. Newa-alon 
paper Direc- Tribu 
tory. Ww ane 
apo 
Svenska dare Ser Posten 
1905 








e 
ae 


Minneapolia. 
Swan J. Turnblad. nin 


t. Paul. A. 0. U. W. Guide. 





Averave weekly 
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St. Paul. D’spatch. Areragenum’er sold for 
year 1905, 68.5638 dailu. 


St. Paul, Tbe Farmer. s..mo. Rate, 40¢. per 
line, with discounts. Circulation for six months 
endiny December, 1905, 92.625 


St. Paul. Pioneer Press. Net average ~~ oa 
- for January—Vaily 35.502. Sunday 32 
S7. 


The absolute accuracy of the 
Pioneer Presa circulation state- 
me .ts is guaranteed by the smeri- 


GUA ey cn Newspaper Directory. Ninety 
AN per cent of the moneu due for sub- 
Waa = scriptions is collected.showing that 


subscribers take the paper because 
they want it, All matters pertain- 
tng to circulation are open to investigation. 








Winona. The Winona Republican - Herald, 
oldest, largest and besc newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 


Joplin, Globe, daily. Average 1905, 13.294; 
June, 1903,15.252. E. Katz, Special Agent, v z; 


Kansas City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers. 








News and Press. Circulution 
Smith & Thompson, Hust. Rep. 


St. Joseph, 
195, 3.158. 


St Louis, Courier of 


Medicine, monthly. 
Actual average for 1905 b 


De 





St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
ce:y paperscombined. Never less than 5.000, 

St. Louis, National Druggist. mo. 
Strong, Editor ana Publisher. 
8.04110 ©). astern office 

St. Louia, National Farmer and Stock Grower 
monthly, Arerave ror 1903. 106.625: averave sor 
1904, 104.750: average for 1965, 105.541, 


MONTANA. 


Mi«soula. Missou ian, every morning. Aver- 
age six moths ending June 30, 1906. daily 4,328, 
Sunday 6,400, 


NEBRASKA. 


Lineoin, Daily Star. evening 
and Sunday morning. Actual 
daily average Jor 1904,15.239. 
For 195, 16.409. Only Nebd- 
raskit paper that has the 
Guarantee Star. 


Henry R. 
Average for 1905, 
59 Maiden i.ane. 


UA 
Onn” 
aA) 





Lincoln. Deutsch-Amerikan Farmer. weekly. 
Average 1905, 147.4 : 


Lineoin, pe Hk se, week ly. 


Actual average 
for 1905, 150, 


Lineol ino anu News. Daily average 
1905, 27.092. 

Omaha, Farm Magazine. monthly. Arerage 
circulation year eniing Junuary, 1906, 40,714, 


NEW HAMPSHIRE. 


Nushun, Teleyranh. The only daily in city. 
Sworn acer. for 6 mos, ending Mur, 31,'6,4,410. 


NEW JERSEY. 
Elizabeth. Journal. Av. 1904. 5,522: 1905, 
6.514; ‘st 3 mos. 196. 6.965: March, 1906, 7.191. 
Jersey City. Evening Journal. <Arerave sor 
1905.22.546. First six months 1906, 23,085 
Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Apr. ’06. 68,782, 


Plainfield, Daily Press. Average 195, 2.874. 
first 4 months. +906, 2. - It’sthe leading paper. 


Trenton. Times. Arerage. 1904, 14.774; 1905 
16.458: April, 18,525. Only evening paper. 
NEW YORK. 


Evening Journal. Daily average for 
It's the leading paper. 














Alba 
1905, 1¢ 











circulation for 1905, 22.542. 
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Buffalo. Courier, morn. Av. 1/905, Sunday : e 
7A; daily 48.008; Enquirer, even.. 31.02 


Buffalo. Evening News. Daily areraye 1904, 
8.457: 195 94.690, 


Diy Recorder. 1905 average. 8.811; May, 
'906.8.988. Best adv. medium in Hudson Valley. 
1904, 











Ft evening. Averuye, 


5 6.595 





Cortiand. Democrat, Fridays. Est.1840. Aver. 
9905, 2.126. Only Dem. Dem. paper tm county. 


Giens Falls. Times Est. Est. 1878. Only ev’g paper 
Average year ending Mare hs 31, 1906, 2,508. 


LeRoy. Gazette, est 18%6. Av. 1905. 2.287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s. 





Mount Vernon. Argus, —-r. gaa daily 
average 1 year ending June. 1906. 8.552. 


Newburgh. News. daily. Ar. 1905, 5.160. 
3.000 more than all other Newb gh paperscombined 


New York City. 

New York. American Agriculturist. Best 
farm and family agricultural weekly in Midale 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers, as per count of June 1, 1905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes re of all the postoftices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 8'¢. 
aud to 20% to 40% of tue postoffices in the Southern 





States. All advertisements s guaranteed. 
American Magazine (Leslie’s Monthly), Pre 
sent average circulation. 256.108.  Guaran- 


teed average, 250,000. Excess, 78.296. 


Army & Navy Journal. Est.1863. Actual weeiciy 
average for first 19 issues. 1906. 9.592 (OO). 








Atlantis Daily _ newspaper. Actual aver- 
aye for 195, 9.85 


Automobile, weekly. 
July 26, 1906, 14,61 

Raker’s Review monthly. W.k Gregory Co.. 
publishers. Actual «rerage for 1905, 5.008. 


Average for year euding 
2%). 





Benziger’s magazine, family monthly. Per- 
ziger Brothers. Arerage for 1905,44.166, pres 
ext circulation, 50.000, 


Choper, weekly (Theatrical). Frank Queen. 
Pup. U9., Lta. Aver. for 195, 26,.223(O 0) 

Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish | morning daily. 


Music Trade Review. music trade and art week- 
ly. Average Jor 1905 23. 








Printers’ Ink, a journal for advertisers, 
lished every Wednesday. Established 183 
tual weekly average for 1903, 11,001. pe 
weekly average for 1904,1 4.918. “Actual weeicly 
averuge fur 19.5,15,.090 copies, 


The People’s Home Journal. 544.541 monthly. 
Good Literature, 4.667 monthly, average cir- 
eulations for 195—all to paid-in-advance sud- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trace Journal. Average 


erculation for wear eu ding May, 196, 5.800; 
ay. 1906. issue. 


The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily averaye 1905, 15.15%. 


7.512. 


The World. Actual arer. for 1905, Morn,. 305, 
490, Eveuing, $71.706. Sunday, 411.074. 

Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 195, 15.058. 


Syracune, Evening Herai a. dailv. Herald Co. 
pup. Aver, 1905, daily 35.552. Sunday 40.098. 


Syracuse, Post-Standard. Dwily circulation 
27.000 copies. The home newspaper of Syracuse 
and the vest medium for legitimate advertisers. 


Utien. National poerernent Contractor, mo. 
Average for 1905, 266 


Utien. Press. daily. Otto A. Meyer, publisher. 
Average Jor 195, 14.53%. 
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NORTH CAROLINA. 


Charlotte. News. Has passed the 5,000 mark 
The Charlotte News, the leading SUT poner 
in the two Carolinas is growing. Water 


Coneord. Twice-a-Week Times. aati 
age for 195, 2,262, 

Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 194. 9.756. Ar, "for 1905. 10.206, 


Raleigh, Evening Times. Leads all afternoon 
paper: errculation between Richmond and 
itlanta. Full A dispatches. Actual daly 
average 1905, 4.251 

Raleigh. News and Observer, N. C.’s great- 
est daily. Sworn average 1905, 10.202, more 
than double that of any other Raleigh duily, 40% 
greater than that of any other daily in the Stute. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. 05, 7,201. 
Aver, for Jaun., Feb., Mar. and Apr., 1906, 2,29. 


OHIO. 
Ashtabula. Amerikan — 
Actual average for 1905. 10.76 
Cleveland, Plain, Dealer. Est. 1841, Actual 
daily average 1995, 77.899 (sk): Sunday, z 4.960 
xh); July, 1006, 75,968 dary; Sunday, $2.654. 
Coshocton, Age, Durly av. ist 6 mos. ‘06,3,101, 
in city 10.000- factory pay-rolis $50,000 monthly 
Dayton, ie Watchword. 
ple’s Pap-r. Ar, 1905, 35.519. 





Finnish 





Ihus. Young leo 
lic. per agate line. 

Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’! paper. Cir.415,000, 


Springfield. Womans Home Companion 
June, 196, circulation, 565.000; 115.000 above 
guarantee. Executive offices, N.’Y. Cit y: 


Youngstown. Vindicator D'v ar, ‘05, 12.910; 
Sy. 10,178: Lacoste Td Marvell. NF. & tome 


Zanesville. ‘vimes- Recorder. Sworn areraae 
1905.10,564. Guaranteed doubie nearest com- 
petitor and 50% iu excess comb:nea competitors, 


OKLAHOMA. 


Oklahoma City. The Oklanoman. 1905 arer. 
11.161, July, 1966,13.805. E. Katz. Agent, N.Y. 


OREGON. 


_Portland. Evening Telegram. Largest exclu 
sive circulation of any newspaper in Oregou 


Portland, Journal. Daily and Sunday. 
yy Actual average for July, 25,018. Aver- 
age year 1905. 21,926, 


Portland. Pacific Northwest, mo. 1905 arerage 
13,588. Leading farm vaper in State. 


PENNSYLVANIA. 


Erie. Times, daily. arer. for 1905, 248, 
July, 1906,17.136. E. Katz. Sp. Ag., x ¥. 
Ikarriaburg. Telegraph. Sworn ar. , Apr.. 18. 


763. Largest paid circulat’n in H’b g, or no pay. 














Philadelphia, Confectioners’ Journal. mo. 
Av. 1904, 3,004: 1905, 5.470 (OO). 
Philadeipihia., Farm Journal, 
moptalys. blisters Atkinson Com- 
pany, aly ish ers Average for s 
#5, 563.266. Printers’ Ink QUAYS) 
awarded "the pole Sugar Bow!t AN 
to Farm Journal for the reason TEED 


that’ ‘that 


aper.among ail those 
‘publisne 


in the United States, 
“has oeen pronounced the one 
“that vest serves its purpose as 
“an educator and counseior 
“ror tne ayrwultural populu 
“tion, and as an effective and 
“economical ans THe Jor com- 
“municating wit them 

“through its advertising covumns.”’ “Unlike any 

other paper.’ 

Philadelphia. German Daily Gazette. aver. 
“irculation, 1905,daily 51.508: Sunday 44.4645. 
sworn statement. Circulation books vpen. 

















“In EDoetelpnin nearly everybody reads THE 
BULLETIN 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE —_— for eacu day in the 
montp of July. 1906 


CAN 
TEED 






209,828 
- 221,271 






1 212719 
; Sunday 
einen 221,256 





Totai for 25 days, 5,426,325 copies, 
NET AVERAGE FOR JULY, 


217,053 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been cmitted. 

LiAM L. MCLEAN, Publisber. 
Philadelphia, Prin 5, 1906. 


Philadelphia. The Press is 
—" hia’s Great Home News- 


r. esides the Guarantee 

oUAA ier, it_has the Gold Marks and is 
cu the Roll of Honor—the three 

re bo most desirable distinctions for 


any newspaper. Sworn daily av- 
erage for first six months 1906, 
103,419, Sunday average, 148.949. 
Seposaigs, The Merchants’ Guide, pub- 
lished week “The paper that gets results.” 


qe nitadelphia. W. Phila. Bulletin, wy. Covers 
. Phila. Kveryvody looks for it. Cir.’05, 5,288. 








PRINTERS’ INK. 
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Pittsburg, The United Presbyterian. Weeily 
circulation 1905, 21, 





West Chester. Local News, 
daily. W. H. Hodgson. 4rerayesor 


1905, 15.29%. In tts 34th year. 
Sry Independent. Has Chester County 
aud vicinity for its field. Devoted 

ret to home. news. henze 18 a2 home 
paper. Chester County is second 


tn the Stute nm agricultural wealth. 


Williuameport, Grit. America’s Greatest 
Weeicly Average 1905,226.718. Smith & Thomp- 
son, eps... New York ‘and Chicago. 

y i Dispatch and Daily. Average for 1905 

651 


138 Exters two-thirds of Yoric homes, 


RHODE ISLAND. 


Pawtueket. Evening Times. Aver. circulation 
Sour months endiny April 30, 06, 127.802 isworn). 


Providence, Daily Journal, 17.623 (@©). 


Sunday, 20.883 \O@). Erening Bulletins?. 7 
averaye, 95. Providence Journai Co.. pubs. 


Providenee, Real Estate Register; finance. 
b’ld‘g, etc.; 2,528; sub’s pay 24 of total city tax. 


Weateriy. San. Geo. H. Utter, pub. aver. 1995, 
4.46%. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Oharieston, “vening Post. «actual dy. aver- 
age for 1905, 4,305. 


Coiumbia, State, Actual aver- 
aye for 1905, taily 9.582 copies 


GUAR (OO): sem:-weekly, 2.625, Sunday 
AN 05, 11.072(OO). Actual average 
TEED 


jirst six months ’06, daily 10,760; 
Sunday 11.861. 


TENNESSEE. 


Memphis. Commercial Appeal. daily, Sunday, 
weekly average. a daily 3%. —— Sunday 
55.887. weerlu, 80.585, Smith & Taompson, 
Representatives wed Y ¢ Clieae. 


Memphia, Times, ‘wr 4 Circulation year 
endiny February, 1906, 2.1 

Knoxville. Sentinel. Average March 11.592. 
Carries more aavertising in six days than does 
contemporary in seven. Write for information. 


2 

















Net gain of 245 


Foreign. 


5,291 


Local. 


11,265 








” 


t July Advertising in Memphis 
as Compared with July, 1905. 


THE COMMERCIAL APPEAL. 





Local. Foreign. Class°fied. Total Inches. In Columns. 

1906 24,635 7,131 9,568 41,334 1,968 1/3 

1905 21,715 8,604 8,481 35,800 1,7044/5 

Gain, 2,920 | 3327 1,087 5,534 263 1/2 

AFTERNOON PAPER. 

Local. Foreign, Classified. Total Inches. In Columns. 

1906 13,370 1,840 3,681 18,891 899 3/7 
1905 11,157 2,335 5,154 18,646 888 

Gain, 2,213 Loss, 495 Loss, 1,478 Gain, 245 (13/7 


inches = 1 1 3/7 columns. 

Excess of COMMERCIAL APPEAL over Afternoon Paper: 
Classified. 
5,887 


Summary—THe CoMMERCIAL APPEAL carried over two times as much adver- 
tising in July as the News-Scimitar, same number of publication days. 
CIAL APPEAL’s local advertising alone was nearly 5,000 more inches than the combined 
local. foreign, classified advertising of the News-Scimitar. 
foreign advertising was four times as much as the News-Scimitar, a gain of 1,527 inches, 
while the Scimitar lost 495 inches of foreign as against July, 190 
Local merchants know (see the record above) tb 's the pt record as shows month 
month. And the foreign advertiser—well, he's wise, if figures count for anything. 








In Columns, 


| ,068 3/4 


Total Inches. 


22,443 











THE ComMMER- 


THE COMMERCIAL APPEAL'S 





J 














Knoxville Journai and Trib- 
une. Daily averaye year ending 
December 31, 1905. 13.013. Weekly 


GUA areraye 1904, 14,513. 
AN One of only three papers 1n 
TEED the South. and ovly pauper in 


Tennessee awarded tiie Guarantee 
* Star. The leader in news, circula- 
tion, influence and advertising patronage. 


for year 1903, 
1905, 30.227. 


ville. Banner, daily. Aver. 
Sor 194, 20.7083 for 


TEXAS. 


Beaumont. Texrs, Enterprise. <Arerage 7905, 
5,487; present output over 10,000 guaranteed. 


Nani 
TT2; 


8, 


El Paso. Herald. 4v.’05, 5,011; June,’06.6.169. 
Merchants’ canvass showed HERALD in 80¢ of El 
Paso homes. Only El Paso paper eligible to Roli 
of Honor. J.P. Smart, 150 Nassau St., N. Y. 

San Angelo, Standard, weekiy. Average for 
year ending May é, 196,3,018 (3%). 


VERMONT. 


Burlington, Free Press. Daily av. ‘05, 6. ; 
Sor June, 7.674 rgest city and State circula- 
tron. Examined by Association vf American 
Advertisers. 






Burlington, News, daily, evening. Actual 
daily average 1904, 6.018 ; 19/5. 6.886, December, 
1905, T.491 
Montpelier, Argus. Actual 
1905, 3.242, 


daily average 


ee, See Average 1904, 3,327. Ar- 


erage 1905 


St. Albana, Messenger, daily. actual average 


Sor 1905, 3,051. 


VIRGINIA. 


Danviile, The Bee. Ar. 1905. 
196, 2.565. Largest cir’n. 


2.846. April. 
Only eve’g pauper. 


Richmond. News Leader. Sworn dy. av. 1905, 

29.543. Largest in Virginias and Carolinas. 
R ten m ond, Times-Dispatch, 
morning. 

Actual daily average year end- 
ing December. 1905, 20.376. High 
price circulation with no waste 
or duplication. In ninetu per cent 
of Richmond homes, The State 
paper. 


WASHINGTON. 


Seunttle, Post-Intelligencer (OO). 
average for July, 1906—Week-day, 
25 S09; Sunday, 40. wnly 
m’n'g aeree in Se ttle; only gold 
marked and guaranteed circula- 
tion in Washington. A FULL PAID 
circulation of exceptional merit 
and superior value. 


GUAR 
veto 





UA 
oot 
TEED 


Tacoma. Ledger. Daily oe 1905, 15,5443 
Sunday, 20.885: weekly, 9.642 


, Ne ws. Arerage tirst four months 
es pabaniay, 17,657. 


WEST VIRGINIA. 


Parkersburg. Sentinel. Sette. R. E, Hornor, 
pub. Average sor 195, 2.442 


Tac erty 
1906, 16,42 


Ronceverte. W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Average first 5 months 196, 2,112, 


WISCONSIN. 


Janeaville. Gazette. d’ly and s.-w’y. Cire'n— 
average 1905, duily 8.149; semi-weekly $3,059, 


Madison, State Journal. dy. Circulation aver- 
age 1905,8,482. Onlyasternoon paper. 
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Milw aukee. Badger and Farmers’ Record, 
Th 00 copies (3k), rate 30c. a line; largest 
m journal circulatien in this territory, 








Milwaukee, Evening Wisconsin, d’y. Av. /905, 


26.648, June, 196, 28.819 (OO). 


Milwaukee. The Journal.evg. 
Arerauge 1205. 40.517: July, 1% 
44.5390. The paid daily circu: 





GUAR ition of The Milwaukee Journal 
. is double that of any other even- 
TEED ing and more than is the paid 
circulation of any Milwaukee 

Sunduy newspaper. 
Oshkosh, Northwestern. day. Average Sor 





safe ail for the yeur, 1905, 7.658. 


sy "WISCONSIN 
: Agricorrorist. 


Racine. Wis.. Ext. Iste. wy- 
Actual aver. for 1905 


1904, 7.251. 











AU First five months, 1905. AT 62 
AN Has a larger circulation im Wis- 
TEEO consin thanany or pauper. Adv. 


30 an inch. N. Y. Office. Temple 
Court. W. C. Richarason, Mgr. 

Sheboygan, Daily Journal. Average 1905, 
1,610. Only paper with telegraphic service. 


WYOMING. 


Cheyenne, Tribune Actual dailu average net 
for 1905, 4.511; first six months, 1906. 5,079. 





BRITISH COLUMBIA. 


v aneouver. Province. daily, Arerage for 
June, 1956, 9.881. H. DeClerque, 
hicago and New York. 





Victoria. 


Colonist, daily. Colonist P.& P 
for 1904. 4.356 Ok 5 fors95, 4.508. 
H. C. Fisher, New York, 


Co. aver. 
U.S, Rep., 


MANITOBA, CAN. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. leaches 
all the German-speaking population of 200.000— 
its exclusive field. Aver. yor the year end. June, 
1906. 15,8173 aver. lust sic months, 15.898. 





Av- 


Winnipeg. Free Par daily and ee. n 
0 654. 


erage for 195. dat: O48: weeaiy,1 
Daily, June, 1906, $4.67 





teeter. Telegram. Daily averege June, 
20,832. Fiat rate, 42c. inch daily or weekly. 


NOVA SCOTIA, CAN. 


Halifax, Herald (© ©) and gal 
Circulation, 1905, 15.558. Flut rate. 


Mail. 


ONTARIO, CAN. 


Toronto. Canadian Impiement and ‘ieee 
Trade, monthly. Arerage for 1905, 6.088 


Toronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30, 1905, 88.282, 
Advertising rate é6c. per inch. Flat. 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. Co, 
Lta., publishers. Actual areraye 1904, daily. 
80,259 ; 1905, 96,771; weekly, 48,207, 


Montreal. tet “ie &wy. Graham &Co. Av, 
for 194. dy. - wy. 125,240, Av. for 1906, 
dy. 58.1253 2 wy. 126,23 0%, 
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(o ©) GOLD MARK PAPERS(@O) 








Out of a grand total of 23.461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fuurteen are distinguished from all the others by the so-called goid 


marks (© ©) 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (©©). 
Reaches 90% of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION 
85,590(OO). Sunday 45,731, Wy, 04, 107.9 
AUGUSTA CHRONICLE (O©). Only morning 
paper, 1905 average 6.043, 


ILLINOIS, 

GRAIN DEALERS’ JOURNAL (©©), Chicago, 
prints more cias’fi'd ads than all others inits line. 

THE INLAND PRINTER, Chicago, {0 ©). Act- 
uaLlaverage circulation for 1905, 15,8 

BAKERS’ HEI LPER Ot ©). Chicago, only “Gold 
Mark’ baxing journal Oldest, largest. best 
known. Subscribers in every State and Territory. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
gatistactory results 


Aver. 105, Daily 
25. 





KENTUCkY. 

LOUISVILLE COURIER-JOURNAL (© ©). 

Best paper incity ; read by best people. 
MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Ree- 
ognized organ of the con and woolen indus- 
tries of America (© 

BOSTON PILOT Oar every Saturday. Roman 
Cathoh:. Patrick M. Donanoe, manager. 

BOSTON EVENING TRANSCRIPT (@©O)., estab- 
lished 1830. The only gold mark daily in Boston. 

TEXTILE WORLD RECORD (@6©), Boston, is 

uoted at home and abroad as the stanoard 
merican textile journal. 

WORCESTER L’OPINION PUBLIQUE (QO ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(©©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (O©). 
NEW YORK, 

NEW YORK TIMES (OO). Largest high-class 
circulation. 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 

ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, infinence and prestige. 


ENGINEERING NEWS(@©).—A technical pub- 
lication of the first rank.—Sun, Pittsfield, Muss. 





VOGUE (©60), the authority on fashions. Ten 
cents a copy; $4.a year. 11-13-15 E. 24th St., N. ¥. 


Fst. 1844; Satur- 


THE CHURCHMAN ). 
(08 47 Lafayette Place. 


days; Protestant-Kpiscopal 


ELECTRICAL REVIEW (© ©) covers the field 
Read and studied by thousands. Oldest, avlest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
in 1905, average issue, 19,020 (©). 
D.T. MALLETT, Pub., 253 Broadway, N. Y. 


STREET RAILWAY JOURNAL (00). The 
standard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


_NEW YORK HERAI.D (©@). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘Taese people read tne 
CENTURY MAGAZINE 


NEW YORK TRIBUNE (©©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


ELECTRICAL WOKLD (© (©), established 1874. 
The great .international weekly. Circulation 
audited, verified and certified by the Association 
ot American Advertisers to be 20.389 average 
weekly from January 6th to March 8a, 1906. 





Ole, 

CINCINNATI ENQUIRER (OO). Great-—-influ- 
ential—of worid-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied »v Beckwith. N.Y.-Chicago. 


PPNNSYLVANIA, 
CARRIAGE MONTHLY (© ©), Phila. Technical 
journal; 40 years; leading vehicle magazin: . 


THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. it 1s on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
dee most desirable distinctions for any news- 
pare Sworn daily average first six months 
1906, 703 419; Sunday average 1906, 148,949. 


THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg field. Only two-cent 
morning paper as:uring a prestige most 
profitable to advertisers wzargest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 
THE STATE (©O), Columbia, 8. C. Highest 
qualicy, largest circulation in South Carolina. 
TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see semi-monthly. ‘lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK ILANDMARK (©©) is the 
home paper of No: folk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (O©). rule 
morning paper in Seattle. Oldest in State. 
paper read and respected by ali classes. 


WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX HERALD (@©) and the EVEN- 
ING MalL. Circulation 15,558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





COLORADO, 

T= Denver Post, Sunday edition. April 15, 

1906, contained 5,036 different classified ads, 
a total of 112 910 columns. The Post is the 
Want medium of the Rocky Bn Ba iy region. 
The rate for Wantadvertising ‘n the PosT ts ic. 
per line eacb insertion. seven words tothe line. 

CONNECTICCT, 

y ERIDEN, Conn.. RECORD covers fleld of 50.000 
. population ; working people are skilled 
Classified rate, cent a word a day. 


nechanics. 
“Agents W antea,” 


five cents a word a week 
etc., half cent a word a day. 
DISTRICT OF COLUMBIA. 

n ‘e % vibe and SunpDay STaR. Washington, 

(© ©). carries DOUBLE the number of 

Want Ase of any other paper. Rate lc. a word. 
GEORGIA, 

LASSIFIED advertisements in the )REss, of 

Savannah, Ga., cost one cent a word—three 

insertions for price of two—six insertions for 

price of three. 

ILLINOIS. 

v5 is Chicago’s “Want ad” 






sh HE DAILY N 
Directory. 
fNiiE Champaign NEws is ‘the leading Want ad 

medium of Central Eastern Liinois. 


( [ete TRIBUNE publishes more classified ad 
vertising than any other Chicago newspaper 


\ 7 HEN you read the ciassified you have a 

want to be supplied. SVENSKA 'TRIBUNEN- 
NYHETER, Chicago, supplies this want to adver- 
tisers desiring to communicate with the swedish- 
Americans; 55,000 weekly. 


INDIANA. 
T=, Indianapolis NEWS during the year (905 
printed 96.982 more classified advertise- 
ments than al: other dailies ot Indianapolis 
combinea, printing a total of 296.941 separate 
paid Want ads during that time 


IOWA. 
lig Des Moines CaPITAL guarantees the lar- 
gest city and the largest total circulation 
The Want columns give splendid re- 
turns always. ‘The rate is1 cent a word; by the 
month $1 per line. It is publishea six evenings 

a perenitig Saturday the big day. 
HE Des Moines KEGISTER AND LEADER: only 
morning paper; carries more ‘“want’’ ad- 
vertising than any other lowa newspaper. One 

cent a word. 


in lowa, 


KANSAS. 
PPEAL TO REASON, Girard, Kan; over 
Z 310,000 weekly; 10 cents a word. 
MAINE. 


- Kk EVENING EXPRESS carries more Want ads 
than all other Portia and dailies comovined. 


WVARYLAND. 

fags Baltimore Niws carries more Want Ads 
than any other Baltimore daily. It is the 

recognized Want Ad medium ot Baltimore. 

MASSACHUSETTS, 

HK Boston EVENING TRANSCRIPT is the lead- 
ing ¢ducational medium in New England. 
It prints more advertisements of schools ana in- 
structors than all other Boston dailies combined. 





c lage BOSTON G@LOBE, daily and Sunday, in 
1905. printed a total of 427.227 classified ads. 


There were no trades, deals or discounts. ‘There 


was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905, 





2 = CENTS for 30 words, 5 days 
“ Datty ENTERPRISE, Brock- 


oune ton, Mass., carries solid page 
REEO Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 


GAGINAW COURIER-HERALD (daily), only Sun- 
aay paper; leading medium; circulation in 
excess of 14,000; one cent a word. 


MINNESOTA 
HE MINNEAPOLIS TRIBUNE 1s the recognized 
Want ad medium of Minneapolis. 


f [ieee Minneapolis Daily and Sunday JOURNAL 

carries more Classificd advertising than any 
other Minneapolis peretene No free Wants 
and no Clairvoyant nor obje ctionable medical 
advertisements printed. Classified Wants printed 
in July, 128,184 lines. Individual advertisements, 
20,271 


f pies MINNEAPOLIS TR BUNE is the oldest Minne- 

apolis daily and has over 100,000 sub-cribers, 
which is 30,000 oda each day over and above any 
other Minneapolis dai! Its evening edition 
alone has a larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at ful) price (average of two 
pages a day); no free ads; price covers both 
morning and evening issues, Rate, 10 cents per 
line, Daily or Sunzay 





MISSOURL. 
HE Joplin GLoBk carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum. lic. 


MONTANA. 


‘|. HE Anaconda Samae is Montana’s great 
*Want-Ad ’ medium ; ic.a word. oe 
circulation (1905), 11,144 ; Saudas, 13.888, 


NEBRASKA. 
INCOLN JOURNAL AND NEWS Daily aver- 
4 age 1905, 27,092, guaranteed. Cent a word. 
NEW JERSEY 
N EWARK, N. J, FRrre ZEITUNG (Daily and 
a 


Sunday) reac: hes bulk of city’s 100,000 Ger- 


One cent per word ; 8 cents per month, 


NEW YORK. 
i eer EAGLE has no rivals in 
classified business 


mans, 


Brooklyn’s 


‘by HE Post-ExPREss is the best afternuon Want 
ad-meuium 1p iiochester. 


LBANY EvV¥NING JOURNAL. astern N. Y.’s 
L best paper for Wants ana classified ads. 


I AILY ARGUS. Mount Vernon. N. Y. Great- 
est \\ant ad medium in \\ estcbester County. 


7 EWBURGH DAILY NEWS. recognized leader 
i in prosperous Hudson Valley. Cirevlation, 


D 


UFFALO NEWS with over 95,000 ei-eulation, 

isthe only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


HE Times-UNI0ON, of Albany, New York. Bet- 
ter medium for wants and other classitied 
matter than any other paper in Albany, and 
uarantees a circulation greater than all other 
aily papers in that city. 

















AVE YOU SOMETHING TOSELL! Advert se 

in America’s Great Classified Medium— 

EVERYBODY’S MAGAZINE—three million readers. 

Sena for “tiow to Advertise in a Small Way 

Successfully” and other free booklets, THK 

RIVGWAY-THAYKK COMPANY, 31 E. 17th St. 
New York. 


SS INK, published weekly, ‘The rec- 

ognized and leaaing \\antad medium for 
Want ad mediums. mail order articles, aavertis- 
ing noveities, printing. typewritten circuiars, 
rubber stamps, Gflice devices, adwriting, balf- 
tone making, and practivally anything whicn 
interests and appeais to advertisers and busi- 
ness men, Classified aavertisements. 20 cents 
a line per tssue flat : six words toa line, Sample 
copies. ten cents. 








NORTH DAKOTA, 
G RAND FORKS HERALD. Cire. May, ’06, 7,599. 
¥ Biggest Daily in North Dakota. La Coste & 
Maxwell, New York Representatives. 


Ole, 
OUNGSTOWN VinvicaTOR—Leading “*Want’ 


medium. le. per ~ora. Largest circulation 





MPHE OKLAHOMAN, Okla. City, 13.582. Publishes 
more Wantstkan any four Vkla.competitors, 


OREGON, 
PORTLAND JOURNAL, Daily and Sun 
day. leads in ‘Want ads.” as well asin 
Wy circulation, in Portland and in Oregon. 


PENNSYLVANIA. 
fi Net Chester. Pa.. TIMES carries from two to 
five times more ctassiflead ads than any 


cther paper. Greatest circulation. 


WHY DON’T YOU PUT IT IN 
TH PHSLADELPHIA BULLETIN? 
Want Ads. in THE BULLETIN bring 
prompt returns, because ‘in Phila- 
delphia nearly everybody reads 
THE BULLETIN.” 

Net paid average circulation for 
July, 1906 
217,053 copies per day. 

(See Roll of Honor column.) 





GENERAL ADVERTISER. 


Philadelphia has a German popula- 
tion of over 350,000 (U. S. Census 


1900). 
‘The GERMAN DAILY 
GAZETTE covers this field thor- 
oughly. 
Sworn circulation, daily, 
1,508. 
Sworn circulation, Sunday, 


9 5. 





RHODE ISLAND. ? 
TAK EveninG BULLETIN—By far the largest cir- 
it culation and the be-t Want medium in R.I 


SOUTH CAROLINA. 
‘}.HE News AND COURIER (@©). Charleston, 
i S.C. Great Southern Want ad medium; lec. 
a word; minimum rate, 26c. 
T HE Columbia STATE (© ©) carries more Want 
ads than any other 8. C. newspaper. 


BRITISH COLUMBIA. 
TICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian fF acific 
Coast. W. Clarence Fisher, 634 Temple Court 
Bldg., N. Y., Special Fastern Agent. 


CANADA. 


NVHE Halifax HERALD (@©) and the Wi a1L—Nova 
‘Scotia's recognized Want ad mediums. 
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A PRESSK. Montreal. Largest daily circula- 
tion in Canaca without exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantausthan any French newspaper in the world 
NSHE DAILY TELVGRAPH, St. John, N. B., is the 
- want ad medium ot the maritime provin es 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum cnarge 20 cents. 
T= Montreal DAILY STAR carries more Want 
advertiseme:.ts than ail other Montreal 
dailies combinea. The FaMILy HERALD aNv 
WEEKLY STAR carries more \\ ant advertisements 
than apy o\her weekly paper in Canada. 
fat Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature tnan are contained in all the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general arvertising than any 
other daily paper in the Dominion. 
——+o 


ANENT VENUS PENCILS. 


New York, Aug. 7, 1906. 
Editor of Printers’ INK: 

Your correspondent ‘‘H. S.,’’ and others not 
newspaper advertising men, might become 
discouraged trying to purchase a Venus pencil. 
I think publishers do purchase advertised 
goods. At least | know of one who about three 
weeks ago, in response to newspaper advertis- 
ing, tried to purchase Venus pencils at the fol- 
lowing rather prominent stationers: John 
Polhemus, Fulton street, Sherwood’s, Fulton 
street; Murray’s, Ann street. All of these 
places knew about Venus pencils, but none had 
them. This would seem to indicate in this 
particular case that the advertising was better 
than the distribution, 

Apropos of the subject. isn’t Venus an odd 
name for a pencil? But perhaps she could 
write with her toes, Presently we shall have 
‘**Nydia Eye-glasses.”’ 

Yours very respectfully, 
R. F. 





R. A. 
tm 
HIGH PRAISE. 
If we, as editors, could succeed in 


making the literary part of the maga- 
zine as interesting as the advertising 
department succeeds in making its part, 
this magazine would be infinitely better 
than it is. Some of the best pictorial 
art of to-day is being used in adver- 
tisements and, if the who-e truth be 
told, some of the best writing of the 
Engiish language as well. Magazine 
literature has not begun to progress 
during the past ten years as has maga- 
zine advertising. Entirely aside from 
the fact that no. magazine to-day could 
thrive financially without the advertiser, 
the advertising columns of this or any 
other magazine have a distinct educative 
value that can scarcely be overestimat- 
ed. In thousands of instances, where 
the advertisements of the modern maga- 
zne were once tolerated as ‘‘necessary 
evils,” they are to-day accepted and 
welcomed as an integral part of a 
magazine as a whole—well-illustrated, 
well-written. helpful and educative.— 
Edward W. Bok, Editor Ladies’ Home 
Journal. 


—— —< 2 —_—_—_— 


Space (advertising space) is a play- 
ground for wits, but awfully expen- 
sive when wits run to wittiness.— 
Commercial Union. 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS, 
THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


(@ Issued every Wednesday. Subscription 
price, two doliars a year, one dojlar tor six 
months, in advance. Un receipt of tive dollars 
four paid subscriptions, sent in at oue time, wil: 
ve put down for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
doliurs a hundred. Being printed from stereo- 
ty pe plates, it is always possible to supply be ack 
numvers, if wanted in lots of 500 or more, but in 
all such cases the charye will be five dollars a 
bundred, 

ADVERTISING RATES 

Advertisements 20 cents a line, peari measure. 
15 lines to the inch ($3); 200 lines to the page ($40). 

Fer specified position seiected by the adver- 
tisers, if granted, douvle price .s demanded. 

On time contracts the lust copy is repeated 
when new -~. fails to come to hanu ove week 
in advance o: a of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the auvertiser, 
= space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free 

All advertisements must be handed in one 
week in advance. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Lill,E.C 


_NEW YORK, AUG. 15, 1906. 











Jerrerson THOMAS has sev- 
ered his connection with the 
Pattern Publications. 





W. C. Hitt has joined the ad- 


wertising staff of the Scientific 
American and American Homes 


and Gardens, 





No form of advertising is ab- 
solutely valueless ; but—and this 
is the thing to remember—somie 
methods and some mediums cost 
a good deal more than they are 
worth, 





Tue year-old Farm and Or- 
chard Review. of St. Joseph, 


Mich., has been sold to a new 
company headed by H. D. Arm- 
strong. and will be continued as a 


monthly. W. V. West has been 
appointed manager. 


CrncinNaTI is planning an ad- 
vertising show for the coming 
fall. The enterprise will be part 
of that city’s autumn festival, and 
is in charge-of the Advertisers’ 
Club of Cincinnati, of which W. 

Johnson, 52 Ingalls Building, 
is president. 
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for 
thirty years with the New York 


Patrick HENRY FERRENS, 


Tribune, most of the time as as- 
sistant treasurer, d.ed August 1 
in New York, of pneumonia, fol- 
lowing an operation for appendi- 
citis. 

CoUNTERFEIT trading stamps are 
the latest. The other day a gang 
of swindlers was arrested in Phil. 

adelphia, and 100,000 fake trad- 
ing stamps seized, They operated 
in that city and New York, and 
did the Crown Trading Stamp 
Co. up to the extent of about 
$50,000. 


A NEW monthly paper called 
Department Store Chat has been 
launched by R. H. Graham, Ruben 
Building, McKeesport, Pa. It is 
designed to stimulate employees 
in the big stores, and circulation 
is sought by inducing the stores 
to buy copies for distribution 
among clerks. 








H. H. McCrure & Co. is a 
new corporation organized to 
syndicate newspaper articles and 
Sunday features, with offices at 1 
Madison avenue, New York. Mr, 
McClure, a nephew of S. S. Mc- 


Clure, the magazine publisher, 
was formerly connected with the 
McClure Newspaper Syndicate, 


and has associated with him E. S, 

McClure and D. A. McKinlay. 

DEATH OF GERMAN 
LISHER. 


Edward Uhl, hl, president of the 
New York Staats- Zeitung cor- 
poration, whose father, Jacob Uhl, 
founded that paper, died at his 
home in New York August 1, 
aged sixty-three. Mr. Uhl was 
educated here and in Switzerland, 
became Unted States Consul to 
Guatemala, and for years inter- 
ested himself in farming in Ohio. 
At the request of his stepfather, 
the late Oswald Ottendorfer, he 
became business manager of the 
Staats-Zcitung, of which he was 
part owner through the death of 
his father. After Mr. Otten- 
dorfer’s death he became presi- 
dent of the corporation. 





PUB- 











Tue Kansas City World has a 
new business manager, E. J. Cull, 
late with the Cincinnati Post. 





E. P. Boyce has left the office 
of Harper & Brothers to join the 
advertising staff of the Associated 
Sunday Magazines, 








A NEw rate card has been is- 
sued by the Evening Times of 
Pawtucket, R. I., announcing a 
change in rates to go into effect 
October ist. The commission al- 
lowed advertising agents has been 
increased from Io to I5 per cent. 


Tuomas F, MurpHy, managing 
editor of the Morning Sentinel, 
Waterville, Me., died in that city 
July 27, after a lingering illness 
from Bright’s disease. He was 
one of the best known newspaper 
men in Maine, and though only 51 
years old, had been engaged in 
newspaper work for thirty-five 
years, 


PROSPEROUS CANADA. 
Northwestern pro- 
vinces will have a wheat crop 
this year of about 97,000,000 
bushels, bringing probably $63,- 
000.000. Her exports will run to 
265,000,000, and her imports 
$283,000,000. This excess of im- 
ports indicates two things: First, 
the demand of a busy population 
settling the country; second, a 
great market for foreign houses 
that will advertise in Canada. 
After all her government expenses 
have been paid, it is expected that 
the Dominion will have nearly 
$10,000,000 left on hand. It is 
estimated that Canada is now pro- 
ducing about $650,000,000 worth of 
manufactured goods annually, and 
that some 84 per cent of those 
goods is consumed at home. 
Within the next few years some 
10,000 miles of railway will be 
added to the present systems and 
will open millions of acres of 
fruitful land to settlement and 
cultivation. In less than ten 
years Canadian commerce should 
reach the billion dollar mark. 
Here is a neighbor worth getting 
acquainted with! 





Canada's 
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Tue Iron Trade Review, of 
Cleveland, has purchased and 
absorbed the Jron and Machinery 
World, Chicago. 








Ir is reported that J. C. 
Schaffer, owner of the Chicago 
Evening Post, has purchased the 
Dayton, Ohio, Journal, 





A NEw agricultural monthly 
called the American Farm World 
is to be established soon by the 
Vickery & Hill Publishing Co., 
Augusta, Me. It is to be printed 
and mailed in that city, but the 
subscription, advertising and edi- 
torial offices will be at 112 Dear- 
born street, Chicago. 





For the first time in ten years 
the Minneapolis Journal raises its 
rate. After September 1 its 
charges will be based on a circu- 
lation of nearly 75,000 a day, 
whereas the old rate was based 
on 45,000 to 50,000 copies. The 
new rate for display advertising, 
run of paper, is graduated, accord. 
ing to the number of insertions, 
from 13 cents a line for one time 
to 8% cents for 312 t.mes. For 
space it ranges from II cents a 
line for 1,000 lines to 8% cents 
for 10,000 lines. The advertising 
in each instance is to be used 
at the option of the advertiser 
within one year. 


COZY. 


The Knoxville - Sentinel has 
just bought the building it occu- 
pies, a three-story basement struc. 
ture at Gay and Church streets, 
that city, paying therefor $23,500, 
which price includes the lot. Five 
years ago the paper moved in 
from the opposite corner, and has 
gradually grown so that the base. 
ment and two floors are now oc- 
cupied. To meet increasing de- 
mands of circulation and adver- 
tising a new four-deck Goss press 
has been ordered, which, when 
installed, will be the largest of 
its kind in that section. During 
the first six months of 1906 the 
Sentinel carried 138,472 inches of 
advertising, or a gain of over 
fourteen per cent since 1905. 











26 


As between two newspapers, one 
of which prints “in excess of 
1,000 copies” and the other “about 
1.100 copies” there is no choice, 
but as between these and a third 
paper printing “1,056 copies” 
the chances are that the publica- 
tion stating the exact number of 
copies printed prints more papers 
than either of the other two. 





J. Dean Werte, late of the 
Hampton agency, has become 
traveling representative of Spare 
Moments, Rochester, N. Y., with 
offices at 1 Madison avenue, New 
York City. §. L. Harrell, lately 
wth Leslie’s Weekly and Judge, 


will represent the same periodical- 


in New York, Western Pennsyl- 
vania, Ohio and Michigan. 





THE next best thing to knowing 
how to do it is to discover how 
not to do it. Money spent in ad- 
vertising that does not produce 
results cannot be considered wast- 
ed if the advertiser learns from 
experience to eliminate the meth- 
ods and mediums that do not pay. 
It is well to remember, however, 
that experience may be too dear- 
ly bought, and that it is possible 
to purchase another man’s experi- 
ence for a fraction of what it cost 
him to acquire it. 


ENGRAVED SITUATION 
WANTED AD. 


The managing editor of one of 
the magazines found an engraved 
card in his mal a few days ago, 
says the New York Sun. it 
looked like an invitation to a tea 
or some sort of a function and he 
was surprised when he read: 

Mr. John Smith, having 
severed his connection 
with the So and So Mag- 
azine, is now open to en- 
gagement from any high- 
class magazine or news- 
paper. 

“It’s a wonder,” remarked the 
highbrow to’ whom it was sent 
‘that he didn’t put R.S.V.P. on 
it. 
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THE Cleveland News is now 
represented in the eastern adver- 
tising field by the S. H. Crall Co., 
41 Park Row. 





THE new store of James Mc- 
Creery & Co., on 34th street, New 
York, is nearly finished, and will 
probably be occupied by the first 
of October. The old store on 23d 
street will be maintained also. 


TO FIGHT QUACKS. 


On November 15 a conventior 
is to be held in New York City, 
under the auspices of the Medi- 
cal Society of New York, to take 
steps for suppression of quack- 
ery, criminal practice and condi- 
tions dangerous to public health 
in the healing art, and to prevent 
the adulteration of drugs, and the 
sale of narcotics and alcohol 
under the guise. of medicine. 
Twenty medical, scientific and re- 
ligious societies will be repre- 
sented, 


MADE A NOTED WEAPON. 


Daniel B. Wesson, one of the 
founders of Smith & Wesson, 
makers of the celebrated arms 
bearing their name, died August 4 
at his home in Springfield, Mass. 
He was eighty-one years old and, 
starting as a poor boy, accumu- 
lated a fortune of $25,000,000. 
Working first on a farm, he later 
was set to work learning to be a 
shoemaker, This he did not like, 
and he saved $150, which he paid 
to his father for the rest of his 
minority. He was determined to 
be a gunmaker and for three 
years was apprenticed to his 
brother, Edwin Wesson, who 
made guns in Northboro, Mass. 
In 1848 Edwin moved to Hartford 
and Daniel went with him. In 
1852 he formed a partnership with 
Horace Smith, and from 1852 to 
1855 the firm of Smith & Wesson 
manufactured small arms at Nor- 
wich, Conn. Mr. Wesson for 
years had been at work perfecting 
a chamber pistol doing away 
with the percussion cap. This 
was got out just before the war 
and made his fortune. 

















EXAGGERATON, 
Exaggeration in advertising 


acts like morphine. The first 
small dose exhilarates and gives 
pleasing results. It is repeated, 
but now it is found that a little 
larger dose is required. The next 
time a still larger dose must be 
used in order to produce the de- 
sired effect, and so on until the 
| mit is reached. No more mor- 
phine can be taken; exaggeration 
can go no further—the morphine 
victim is a wreck and the mer- 
chant’s customers have grown to 
disbelieve entirely his statements 
and go elsewhere. It is always 
the merchant, not the customer, 
who is the ultimate victim of dis- 
honest advertising—Henry G. 
Selfridge, 





COAST ADVERTISING 
AFFAIRS. 


At its recent convention the 
Pacific Coast Advertising Men’s 
Association visited Victoria, B. 
C., and elected Herbert Cuthbert, 
of that city, vice-president for 
British Columbia. The associa- 
tion will hereafter hold meetings 
semi-annually instead of everv 
three months. San Diego, Oak- 
land and the City of Mexico have 
been suggested for the January 
meeting. The Quoin Club’s work 


on the Pacific Coast was en- 
dorsed. These are the new 
officers: 


H. P. Stabler, president, Yuba City, Cal., 
chairman adv. com. State Fruit Growers; A. 
J. Hill, California vice-pres., Fresno, Cal., 
manager, Hill Advertising Bureau; R. A. 
Hall, Oregon vice-pres., Portland, adv. mgr. 
O.R.& N. and S. P. Ry.; F. H. Mantor, 
Washington, vice-pres., Seattle, adv. mgr. 
Frederick & Nelson; Herbert Cuthbert, vice- 
president, British Columbia; L. H. Mertz, 
sec.-treas., Los Angeles, editor Mertz’ Maga- 
zine; R.C. Ayres, membership com., San Fran- 
cisco, vice-pres., Cooper Advertising Agen- 
cy; H.C. Ackerly, press com., Los_ Angeles, 
adv. mgr. Evening Express; S. L. Coles, 
auditing com., Seattle, Wash., pub. Railway- 
Marine F¥ournal; Committee on Membership 
—R. C. Ayres, chairman, F. J. Cooper Adver- 
tising Agency, San Francisco; T, Newman, 
theater programmes, Los Angeles; B. I. 
Dasent, General Electric Co., Portland, Ore.; 
T. Fred Braid, adv. mgr. Times, Seattle; 
F, J. O’Brien, adv. mgr. Union, Sacramento, 
Cal.; R. H. Knox, adv. mgr. Mercury, San 
Jose, Cal.; O. R. McDonald, adv. mgr. Ein- 
stein & Co., Fresno, Cal. 
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To the trite but true statement 
that you are judged by your 
printed matter add another fact 
of importance—and that is that 
people are far better judges of 
printing than they used to be. 

It isn’t so much the quest’on of 
money, for many an expensive job 
is an offense against good taste, 
and many things that are truly 
beautiful and artistic cost but 
little. The questions to be asked 
of a piece of printing are these: 

Is it appropriate to the subject? 

Is it dignified ? 

Is it harmon‘ous in all its parts? 

Is it arranged with due consid- 
eration to the character of its 
various contents? 

Is it written and illustrated in 
accord with the principles of good 
advertising ? 

Is it legitimate—that is to sav, 
not freakish? 

And above and beyond all other 
things, will it sell all the goods 
a piece of printed matter possib'y 
can? 

These questions represent the 
viewpoint from which an educated 
and critical public examines and 
criticises your printed matter, 

* * * 

We would welcome an oppor- 
tunity to discuss with you any 
printing which you may have in 
hand or in mind, w-th a view to 
making sure that all the questions 
mentioned above be answered in 
the affirmative. 

It will pay you richly to do this 
—pay you in satisfaction, in pres- 
tige and in money. Address me 
personally. 

GEORGE ETHRIDGE, 


ETHRIDGE-KENNEDY 
COMPANY, 
Hartford Building, 
No. 41 Union Square, 
‘Phones 4847-8 Gramercy, 
New York City. 


THE 
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THe Oklahoma City, Okla., 
Oklahoman has become a member 
of the American Newspaper Pub- 
lishers’ Association. 





PLANS FOR LEWIS’S FARM 
WEEKLY. 

It is announced that the Jour- 
nal of Agriculture, lately pur- 
chased by the Lewis Publishing 
Co., St. Louis, has 15,000 circula- 
tion, chiefly in Missouri. Under 
the old publisher a discreet silence 
was maintained as to circulation. 
The rate is seven cents. A big 
subscription campaign will be un- 
dertaken, covering Missouri, 
Iowa, Kansas, Nebraska, West- 
ern Illinois, Arkansas, Texas and 
Oklahoma. This farm paper, 
forty years old, is said to be the 
only strictly agricultural paper 
covering Missouri. 





ANNUAL SESSION OF THE 
INTERNATIONAL LEAGUE 
OF PRESS CLUBS. 


The sixteenth annual conven. 
tion of the International League 
of Press Clubs will be held at 
Denver, Colorado, August 27th to 
September ist inclusive. The first 
three days of the convention will 
be devoted to business meetings 
and the remainder of the week to 


sightseeing, including trips to 
Cripple Creek, Pike’s Peak, Gar- 
den of the Gods, Colorado 


Springs and other points of in- 
terest. Eastern delegates are re- 
quested to assemble in Chicago in 
time to leave there at 9.30 Sun- 
day morning, August 26th on a 
special train over the Rock Island 
route due in Denver at 2 p. m. 
Monday, August, 27th. Secretaries 
of clubs who have not already 
done so are requested to forward 
at once to Lewis G. Early, Read- 
ing, Pa., secretary of the Interna- 
tional League of Press Clubs, the 
number of active membership, to- 
gether with the names of the 
president and secretary of their 
respective organizations and the 
approximate number of delegates 
and alternates who will attend 
the Denver convention. 
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Mr. C. M. Burt, general pas- 
senger agent of the Central Rail- 
road of New Jersey, has resigned 
that position to become gen- 
eral passenger agent of the 
3oston and Maine Railroad, with 
headquarters at Boston. He will 
enter upon his new duties Sep- 
tember Ist. Prior to entering 
the employ of the Central Rail- 
road of New Jersey five years 
ago, Mr. Burt was assistant gen- 
eral passenger agent of the rail- 
road to which he now returns as 
general passenger agent. 


ADDITION TO HEDGE 
AGENCY. 


Walter W. Griffiths, for nearly 
five years Eastern manager of the 
Lord & Thomas agency, Chicago, 
resigned August I to join the 
forces of the Homer W. Hedge 
Co., New York. Mr. Griffiths has 
been an advertising man _ for 
eighteen years. He started with 
the Royal Baking Powder Co, in 
1888, and has been with Scrib- 
ners Magazine, the New York 
Evening Post, and for the past 
eight years in the agency field. 
Mr. Griffiths says his chief reason 
for joining the Hedge agency is 
‘hat it gives personal service to 
clients : 


After eighteen years of practical advertising 
in all its branches, I am convinced that the 
successful advertiser requires personal service 
by the agent. Personal service I define in 
this way: The advertiser who is looking for an 
adviser to increase his business usually closes 
with the man in whom he feels he can place 
the most confidence and who also demonstrates 
ideas that are clever and at the same time prac- 
tical. It then becomes the duty of the man 
who has been intrusted with the account to at- 
tend in person to the preparation of such copy 
and the selection of am 9 media as will bring 
the greatest returns for the money invested, 
and to apply inexpensive yet most effective 
supplementary methods in the sales depart- 
ment of the advertiser that these returns may 
yield the maximum in tangible results. Per- 
sonally I can quote several instances where, 
by keeping in constant touch with the attitude 
of the trade toward an advertised atticle, a 
resistance was overcome by making slight 
changes in selling policy which, if allowed to 
grow, would doubtless have made the advertis- 
ing campaign a failure. The agent should act 
as advisory sales manager to the advertiser and 
devote all the time necessary to perform his 
full duty in that capacity. This kind of service 
is of course much more expensive to the agent, 
but it is the only kind that keeps advertisers 
alive and growing, it matters not whether they 
deal with the consumer direct or with the 
trade 











Tue Des Moines Capital has a 
daily circulation exceeding 40,000 


copies. It has a city circulation 
exceeding 13,000 copies. These 


circulations, the publisher states, 
are the largest in lowa, 


A New Sunday magazine is 
finally ready to be launched, it is 
said, after many rumors. It will 
be issued by the Cleveland Leader, 
Buffalo Times, Pittsburg Gazette 
Times, Washington Post, Colum- 
bus Dispatch and Louisville Cour- 
ier-Journal, Pictures will form 
the main feature, and the tone 
will be local instead of general, 
as with the Associated Sunday 
Magazines. But advertising will 
be accepted only for the whole 
six papers interested, 





CATALOGUES FOR  FOR- 
EIGN COUNTRIES. 

A correspondent of the Com- 
mercial Intelligence, of London, 
criticises Br.tish and American 
manufacturers for the lack of care 
shown in the preparation of cata- 
logues intended to influence for- 
eign trade. Some of them, he 
says, do not even consider it nec- 
essary to translate their cata- 
logue into the language of the 
country to which it is to be sent. 
After emphasizing the need of 
speaking to a foreign people in 
their own tongue the correspond- 
ent referred to says: “Illustra- 
tions are very advantageous in 
catalogues designed for foreign 
trade. Net and gross. weights 
should be given in kilograms, or 
whatever may be the national sys- 
tem in vogue, instead of in 
pounds. Dimensions should be 
given in the same way in meters 
and centimeters. The capacity of 
the machine per hour and the 
character and cost of labor re- 
quired to operate it should also 
be given. Prices should be given 

i. f. wherever possible. Manu. 
factures will find it to their ad- 
vantage to carefully protect all 
rights in their machines and 
goods before sending illustrations 
of them abroad, because anything 
good is likely to be appropriated 
by the intelligent foreigner.” 
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UTILIZING THE AWNING. 


A shoe trade journal says: 
“Comparatively few dealers ever 
think of utilizing their awnings 
for advertising purposes, though 
as a matter of fact an unfurled 
awning is the most conspicuous 
part of a store front. Every awn- 
ing should bear a permanent ad- 
vertisement, sufficiently striking 
to impress the passerby, and in 
addition to this permanent sign 
the awning should be _ utilized 
from time to time for temporary 
advertisements, whenever the 
dealer has something special to 
which he desires to call attent’on, 
Temporary signs for advertising 
purposes can be painted upon 
muslin or cotton by an ordinary 
sign painter or card-writer and 
attached to the awning with safety 
pins, so as to tell their story 
boldly to all who ride or walk 
that way. 





FOR TROLLEY TRAFFIC. 

The trolley lines in and around 
Boston have been printing some 
excellent advertisements in the 
newspapers of that city this sum- 
mer. With the purpose of pro- 
moting suburban traffic. informa- 
tion like the following is given: 

FROM CITY TO FOREST. 
Trolley Trips to Picturesque Woodlands, 
Cool Banks and Refreshing Shade, 
From Any Elevated or Subway Station. 
WHAT A NICKEL WILL DO. 

Middlesex Fells, 1883 acres of woods, hills, 
brooks and ponds. Free transfer to Medford 
or Malden car at Sullivan Square elevated 
station; 25 minutes’ ride. 

Dorchester Park, 26 acres of wild, rocky 
woodland. Free transfer to Ashmond and 
Milton surface car at Dudley street station, 
elevated or lower level; 28 minutes’ ride. 

Stony Brook Reservation, 463 acres of 
wooded hills and pond. Free transfer to Grove 
and Washington street car at Dudley street 
elevated station; 30 minutes’ ride. 

Beaver Brook and Waverly Oaks, 58 acres 
of woods, famous old oaks, brook waterfall and 
ponds. Free transfer to Waverly car at Park 
street subway station; 45 minutes’ ride. 

WHAT A DIME WILL DO, 

Blue Hills Reservation, 4857 acres wooded 
hillside and the most extensive view in eastern 
Mass. Free transfer to Blue Hill surface car 
at Dudley street elevated station; 40 minutes’ 





ride. 

Hemlock Gorge and Echo Bridge, 23 acres 
wooded gorge, river waterfall, beautiful arched 
bridge and famous repeating echo. Worcester 
car at Park square; 40 minutes’ ride; or free 
transfer to Newton carat Park street subway 
—_— tranfer at Lake street; 57 minutes’ 
ride. 
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SLAWSON & HoBBs, real _ estate 
agents of Columbus avenue, New 
York, think that advertisements are 
read, even in August. On the third of 
the month the firm used five full pages 
of space in the Glode and Mail to ad- 
vertise West Side apartment houses. 





ADVERTISING CLUB 
ROOMS. 


Fully 1,000 advertising men, 
merchants and their families at- 
tended the opening, July 26, of 
the Chicago Advertising Associa- 
tion's club rooms at 118 Monroe 
street, that city. These apart- 
ments occupy a whole floor, and 
have a kitchen as well as reading 
and reception rooms. J. Ells- 
worth Gross is president of the 
association, W. F. Beider treas- 
urer, and W. P. Walton secretary. 


NEW GENERAL MANAGER 
FOR THE CROWELL PUB- 
LISHING COMPANY. 


The staff of the Crowell Pub- 
lishing Company, recently organ- 
ized with Mr. George H. Hazen 
as president, has been strength- 
ened by the addition of Mr. Harry 
J. Fisher, who has resigned his 
position as vice-president of the 
Frank A. Munsey Co. to become 
general manager of the Crowell 
company. Mr. Fisher entered the 
Munsey company at the close of 
the Spanish war in which he saw 
service as a member of Squadroa 


A of New York. When Mr. 
Ridgway resigned from _ the 


Munsey forces to associate him- 
self with Everybody's Magazine. 
Mr. Fisher succeeded him as head 
of the advertising department. As 
the personal representative of Mr. 
Munsey he had also much to do 
with the administrative and man- 
ufacturing end of the business. As 
general manager of the Crowell 
Publishing Company, Mr. Fisher 
will have charge of the Woman’s 
Home Companion and Farm and 
Fireside, two publications which. 
according to Rowell’s American 
Newspaper . Directory for 1906 


have now a combined circulation 
of close upon one million copies. 
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Tue Merrell-Soule Co., of Syr- 
acuse, N. Y., have arranged an 
extensive advertising campaign 
for None Such Mince Meat dur- 
ing the season of 1906-7.  Bill- 
boards will be used and a maga- 
zine campaign embodying the use 
of practically all the leading 
women’s and household publica- 
tions. The Ethridge-Kennedy 
Company is preparing the designs 
and copy for the magazine adver- 
tising. 








THE NEWSPAPER OF THE 
FUTURE, 
Years ago Henri Frederic 


Amiel, the Swiss poet-philosopher, 
prophesied that the newspaper ot 
the twentieth century would cover 
the whole range ot human activ- 
ity—pouitical, religious, scientific, 
literary, artistic, commercial, me- 
teorologic, military, social, legal 
and financial, “We = shall end,” 
he said, “by feeling the pulse of 
the race and the globe as easily 
as that of a sick man.” ‘Lhis has 
come to pass. Now, Sir Alfred 
Harmsworth, taking a still further 
look into the future, prophesies 
that the daily paper that 1s to be 


will not attempt to cover the 
whole news ftield but will be 
“highly specialized, so much so 


that we may anticipate one daily 
devoted to politics, another to 
sport, another to religious mat- 
ters, another devoted entirely to 
literature, and so on.” He adds 
that in London there are several 
daily papers each try.ng to cover 
the whole ground, each very much 
like the others in the character of 
news furnished and not a few of 
them losing a great deal of 
money. The modern tendency 
towards specialization will, he be- 
lieves, sooner or later effect the 
newspaper world. “We already 
have daily papers devoted to sporr 
and it will be found that there is 
an equally good field for papers 
devoted to some other subject.” 
The newspaper reader of the 
future will buy several papers in- 
stead of one, selecting those that 
treat of the subjects in which he 
is mostly | interested. This, at 
least, is Sir Alfred’s opinion. 














THE AUGUST MAGAZINES. 


August magaz:nes carry the 
least business of the whole year. 
August represents the height—or 
rather the depth—of the magazine 
silly season, Were it not for edu- 
cational advertising, most of the 
monthlies and weeklies might as 
well shut up shop and let the 
advertising staff go away for a 
vacation. Why should there be a 
silly season in magazine advertis. 


ing? Probably because the ad- 
vertiser persuades himself that 


people will not read in the sum- 
mer months—though they do, and 
find recreation in magazines on 
train, steamer and in resorts and 
country homes. A good many 
advertisers take this season for 
planning, and many others have 
commodities that do not appeal 
during dog days. Yet hot 
weather is a season of liberal 
spending. Many and many the 
elderly stenographer squanders 
her year’s savings during July or 
August, and many a clerk, while 
the head of the average family 
finds summer expenses the most 
serious of the twelvemonth. It is 
agreed that the public is in not 
too frivolous a mood to take up 
one of the weightiest questions put 
before it by advertising—that is, 
to select a school for Millie and 
Johnnie. Yet the same publisher 
who solicits school advertising to 
carry his magazine over the hot 
months will carefully reduce his 
own advertising of light novels 
and = summer reading, which 
ought to be pushed hard at this 
season. An examination of the 
August magazines shows that few 
advertisers care to make a seri- 
ous appeal. Breakfast foods, light 
beverages, refrigerators and sim- 
ilar seasonable things are offered. 
There is some advertising for 
building materials, roofing, etc. 
The radiator and heater people 
seem to find it profitable to tell 
their story all year round, and 
the piano and piano-player peo- 
ple, taught by experience the past 
few summers that hot weather 
does not kill interest in musical 
instruments, are now represented 
in August magazines to an im- 
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pressive extent. Clothing is not 
well advertised. Pernaps the uni- 
versal retail sales everywhere at 
reduced prices persuade manufac. 
turers of hats, shoes, hosiery, 
dress materials and men’s clothing 
to stay out. It is the policy of 
the National Cloak & Suit Co. to 
advertise as heavily in the hot 
months as ever, on the principle 
that then business is needed most. 
Reduced prices are quoted as a 
temptation. Munn & Co. take 
this season to publish four-page 
readers describing their new En- 
cyclopedia Americana—surely not 
an article that would be profitable 
if the silly season were as frivo- 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR AUGUST. 
(Exclusive of Publishers’ own advertising). 


Pages Ag. Lines 
Country Life in America 





SS er eee 163 28,130 
ICC NCO S oi9icig 6) cisisiesie%< cies 110 —- 24,772 
Review of Reviews......- 102 22,926 
Everybody’s .......0se000- 88 19,837 
Harper’s Monthly......... 87 19,653 
EMERG AS stc:<, eicieicienniees 86 19,319 
RNSTEMEN ARs fe ssassnsseccieis-a'eve'e 85 19,040 
MIN cacadiciccacwaniies 82 18,368 
System.. gent 1G 17,808 
Out West’ (July). a ee 17,024 
Cosmopolitan..........++. 72 16,305 
Outing Magazine.......... 67 15,053 
American Magazine....... 60 14,840 
Four-Track News........ 65 14,560 
National Magazine (July) 6: 13,846 
Business Man’s Magazine 

ee 59 13,420 
World’ A See 55 12,532 
Good Housekeeping Bee aatice 53 11,939 
Ladies’ Home Journal 

ONE o s.icinra vice oie 56 11,308 
Suburban Life _ 59 10,110 
Outdoor Life .. 2 9.576 
Woman’s Home Com- 

panion (cols.)..........+ 44 8,870 
Garden Magazine (cols.).. 60 3708 
World To-Day........... 38 8,638 
Success (cols.)... .....0¢ 47 8,182 
Delineator (cols.).......... 60 8,100 
World’s Events (cols.)...... 47 7,985 
House and Garden (cols.). 47 7.875 
Etude (cols.) ........00 « 7,860 
LAD DINGAE'S 06k <ccucnsees 35 7,840 
Ladies’ World (cols.) ..... 39 7,805 
WERUROIUME Giiuxces, sc dcassis 34 7.629 
New England Magazine.. 34 7,616 
House Beautiful (cols.— 

POG i ciccicwncwiocssinawens 51 7.515 
DN Oieisesny cick ceccen 33 7.392 
Overland Monthly (June— 

EY siecass oii: aisiesieleie sieieie.e 33 7.392 
ee eee $2 « 7336 
Atlantic Monthly......... 31 6,944 
Housekeeper (cols.)...... 33 .790 
Metropolitan....0.<sceses 30 6,720 
POO vos cccvacdaene 28 6,48¢ 
Lt | a 28 6,272 
Te SOROS N DO Earner ee 26 5,824 
All-Story eal paiaas 24 5,504 
Designer (cols.)... ....... 40 5,446 
Gunter’s Magazine aaaiaee 23 5,152 
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Pages Ag. Lines 
Appleton’s Magazine..... 22 5,052 
New Idea Woman's Maga- 

Lt 36 4.881 
Theatre (cols.)..........0¢ 29 4,873 
Farming (cols.)..... ..... 33 4,752 
Home Magazine (cols)..... 26 4,432 
Smart Set...... ... mn 4,050 
Popular Magazine.. ae 3,978 
Ce ee 17 3,823 
Current Literature....... . 3,808 
Human Life (cols.)....... 21 3,042 
Modern Priscilla (cols.)... 21 3,584 
Smith’s Magazine........ - 16 35584 
Broadway Magazine...... 15 3,360 
Outdoors (July) ..... 14 3,271 
St. Nicholas..... bwensnase <8 2,912 
ROMRibslekekcsoausebenes 13 2,912 
SUCTRD SOOO ssc an<s004oe 10 2,383 
Benziger’s Magazine (cols,) 12 2,283 
Monthly Story Magazine.. 8 1,792 
oo erry 10 630 





ADVERTISING IN LEADING WEEKLY 
MAGAZINES FUR JULY. 
(Exclusive of Publishers’ own advertising). 

Week ending July 7: 
Cols. Ag. Lines 








Independent (pages)...... 43 9,632 
gga Sy ey Tere 36 6,846 
BAUD csexsnbane. anes eeevece 44 6,220 
Leslie’ s Weekly... bbshesnes= 26 5,258 
LO eee 32 5,050 
Literary Digest.......... 35 4,928 
Outlook (pages)....-..... 21 4,794 
Saturday Evening Post... 25 4.449 
Scientific American...... 16 3,268 
= Sunday Maga- 

neiewe seneenene snes 15 2,821 
Christian | 14 2,400 
Illustrated Outdoor News 10 1,814 
Harper’s Weekly......... 10 1,735 

Week ending July 14: 

CTD ncincenaeeeneeeson 36 6,846 
Outlook (pages).......... 22 5.096 
Saturday Evening Post... 21 
Independent (pages)...... 16 
Illustrated Outdoor News 20 
Leslie’s Weekly.......... 16 
Literary Digest.......... 19 
MG aickbinascashexcacase 20 
Associated Sunday Maga- 

RE cones 14 
Vogue... 16 
Christian Herald........ 15 
Scientific American...... 12 
Harper’s Weekly......... 10 

Week ending July 21 : 

Saturday Evening Post.. 45 7,718 
ee eT rte 25 4,804 
Outlook (pages) 2r 45704 
Vogue ...... eeee 2 4,356 
NORE: ss uesnpaps 2 4,0€0 
Literary Digest 22 3,160 
Scientific American ...... 15 3,049 
Independent aagr---- . a3 2,912 
Christian Herald......... 14 2,487 
Leslie’s Weekly.......... 32 25473 
— Sunday Maga- 

BPs si .scychacebesnenk= 12 2,248 
pen s Weekly......... Ir 1,815 
Iliustrated Outdoor News 8 1,379 

Week ending July 28: 
Outlook eee aw 3 16,442 
CORE Do cncavinnsce ds oes 41 7,804 
Saturday Evening Post... 19 3,280 
Literary Digest.......... 22 3,132 
Independent (pages)..--- 12 2,688 
WOME i605 .00205 50550008 16 2,640 


Scientific American...... 
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Cols Ag.. Lines 





Christian Herald..,...... 13 2,210 

BIO SEN iciesss meouacus sos 13 1,915 
Associated Sunday Maga- 

ON ee ee 10 1,889 
Harper’s Weekly......... il 1,884 
Leslie’s Weekly.......... 9 1,850 
Illustrated Outdoor News 8 1,487 

Totals for ~— $ 

ROUDUL: Jin cs csbadenacsss 31,035 
RTNCT S.<y asupsiniane a oes 20,390 
Saturday Evening Post.. 19.071 
Independent . .......c008 18,816 
LU ESS a ree 15,000 
WOES sscscecnes iaawae 14,597 
Literary Digest.. 14,031 
Leslie’s Weekly 12,802 
Scientific American...... 11,137 
Christian Herald. ..... 9,647 
Associated Sunday Maga- 

Rv cat cancaeeehaannne 9,608 
Illustrated Outdoor News 7,990 
Harper’s Weekly......... 75144 





lous as most advertisers assume. 
This whole theory that readers 
will not interest themselves in ad- 
vertising, especially serious ad. 
vertising, during July and August 
appears to rest on no basis of 
ascertained fact. If magazine 
publishers attacked it with tabu- 
lations of returns from advertis- 
ing in summer there might easily 
result a large increase of business 
during a time of the year when 
their revenue drops to the mini- 
mum. Such data exists. Nothing 
would please PRINTERS’ INK more 
than to present to the advertising 
public good reasons why adver- 
tising be continued through the 
hot months. Under present con- 
ditions, with slim advertising sec- 
tions, there is one best of all pos- 
sible reasons—an announcement 
has less competition than at any 
other season. And there ought to 
be others—incontrovertible ones— 
facts and figures. If publishers 
spend time and money so freely in 
promoting that one prop of sum- 
mer, educational advertising, they 
ought to be willing to present rea- 
sons why other business should be 
continued through July and Au- 
gust. Printers’ INK will be glad 
to give publicity to correspond- 
ence or articles likely to bring 
sense into the silly season. 
M: AGAZINE NOTES. 

Frank Pitts, late with the New York 
World, has joined Collier’s advertising 
staff, 

The Theater now has a Western office 
in the Marquette Bui! ~~, —— in 
charge of Richard A, 
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The publishers of Success deny 
rumors to the effect that a change in 
the ownership of that magazine has 
taken place. None is contemplated, 


The National Magaszine’s success with 
“Heart Throbs” has led to a new con- 
test of the same character. Readers 
are to send in “heart songs.” This 
contest is free. The first one required 
a subscription. 

The overflow of technical articles 
from the Business Man’s Magazine 1s 
now published in an auxiliary monthly 
called the Home Study Magazine. It 
sells at ten cents a year and deals 
largely with accounting methods, 


The Smart Set announces a_reduc- 
tion in rates. Beginn ng with Septem- 
ber its price per page was lowered from 
$250 to $150 a page, or $1 a_ line. 
An average issue of 165,000 copies is 
predicted for the balance of this year. 


The annual convention of the Na- 
tional Association of Newsdealers, 
Booksellers and Stationers will be held 
at Chicago August 21-22, The na- 
tional secretary of this organization is 
A. Hillman-Russin, 19 Park Place, 
New York. 


A novel booklet recently issued by 
the Associated Sunday Magazine re- 
produces a_ specimen issue of that 
weekly in thumbnail size, with adver- 
tising arguments added to the bottom 
of each page. This magazine goes tc 
press four weeks in advance. 


In September System publishes its 
one special number of the year—the 
Annual Manufacturers’ Number. In 
addition to the regular circulation from 
3000 to 5,000 copies are bound in 
cloth and sold at $1 each. These cop- 
ies contain all the advertising which 
appears in the regular edit’on, and are 
bound thus because numbers of re- 
quests received in the past from busi- 
ness men suggest permanent form. 


The Audit Company of New York 
has examined the books and_ records 
of the Home Magazine (formerly 
Madame) and certifies that from 
August, 1905, to Ju'y, 1906, there were 
printed an average of 209,186 perfect 
cop'es per issue, and that net c’reu- 
lat'‘on was 202,186 copies. The highest 
issue during the year was 226,000. 
Wm. H. Rankin is advertising manager 
of the Home Magazine, with office in 
Indianapolis. 


The Monthly Story Magazine, Chi- 
cago, takes the name of the Blue Book 
in September, thus being linked more 
closely with its companion magazine, 
the Red Book. The old name was not 
good, while the new one is distinctive 
and lends itself to cover treatment. 
The Red Book will have a classified 
department—$1.50 a line up to four 
Ines, and $1.25 thereafter. The Red 
Book and Blue Book are now repre- 
sented in New York at offices in the 
Metropol‘tan Building, 23d street and 
Fourth avenue, 
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Despite the added circulation gained 
by absorbing Public Opinion, the Liter- 
ary Digests rate will remain seventy- 
five cents a line until next January. 
Then it advances to ninety cents. 


The House Beautiful, Chicago, is now 
published by a corporation instead of 
an individual—the House Beautiful 
Company. Eastern offices have lately 
been opened at 1 Madison Square. New 
York, in charge of Don M. Parker, and 
at 10 Postoffice Square, Boston, in 
charge of Starr McG. Pierce. 


It is rumored that Mr. Hearst will 
begin the publication of a new maga- 
zine called America in September. tans 
for the new weekiy, to be published by 
the Ridgway Company, are being car- 
red forward actively, but no tormal 
announcement has been made as yet. 
It is to be issued simultaneously in 
several cities. Charles M. Lincoln, tate 
city editor of the New York Herald, 
has been appointed editor, and John H. 
Hawley, late with the Womans Home 
Companion, is advertising manager. 


Herbert S. Houston, advertising 
manager of the World’s Work, has re- 
turned from his summer trp to Europe. 
Arthur S, Ford, late with the I[nter- 
national Publicity Co., New York, has 
joined the Doubleday-Page forces as a 
circulation man. John C. Red.ngton, 
of Columbus, O., has become Chicago 
representative of the Garden Magazine 
and Farming. The latter magazine an- 
nounces a farmer’s almanac for 1907, 
a reference book for the farmer that 
wi.l be as complete as a dictionary, and 
as well made, and likely to joggle the 
patent medicine annuals from _ their 
places, 


George Newnes, Ltd., the English 
publishers. have found a machine that 
binds magazines flat instead of stapiing 
them, and permits opening flat. The 
following description of its work is 
given in the Strand by Alfred Johnson, 
advert.sng manager of this house: 
“In the new process all four edges of 
the book are trimmed, and the machine 
roughens the edges of the inside of the 
magazine, so that adhesive may be dis- 
tributed along the extreme edge of 
every page. After that the back of the 
volume is pressed hard against a strip 
of canvas and the pages held together; 
and, finally, the cover is put on and 
the complete book trimmed in the or- 
dinary way. 3y this process wire- 
stitching, which has caused all the 
trouble to the reader, will be done 
away with altogether, without in the 
least detracting from the firmness of 
the ‘bind.’ This invention will also 
be a great advantage to the advertiser. 
If a magazine bound by the new proc- 
ess be placed on its back edge and 
allowed to fall open, it wil remain 
open. Consequently, not only the read. 
ing matter but the advert’sements are 
more liable to be seen. But the adver- 
tisers who will reap the greatest b-nefit 
from the new process are obviously 
those who at present occupy inside 
columns,” 


‘ 
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ADVERTISING’S UNEARNED 
INCREMENT. 





The number of business and 
semi-business men who seek free 
advertising—and find it—are so 
numerous that it is not strange 
that publishers and agents are shy 
of the whole unknown but con- 
siderable body of seekers for free 
publicity. As a matter of general 
fact it may be said that the real 
business of advertising is so 
firmly and definitely crystallized 
that few of these adventurers 
break over the regular lines. But 
there is a vast body of adventi- 
tious advertisers whose publicity 
supports very considerable enter- 
prises that is not protected by 
definite lines of defence. They 
break in almost every day and in 
the columns of the daily, weekly 
and monthly press their direct 
proffers to the trade can be found 
in unsuspected but effective places, 
and generally winning out. 

It is not, of course, an easy 
matter for a great department 
store which does its business of 
publicity in a direct and legitimate 
way to secure any great amount 
of free advertising. The men 
who control that sort of patron- 
zge have interests at stake too 
great to admit of their turning 
the'r attention to this doubtful 
source of publicity. | Moreover, 
the mediums which they use are 
too carefully guarded with refer- 
ence to advertising spaces to ad- 
mit any particular or especial 
mention of them in their columns, 
But apart from them there is an 
army of freebooters who with in- 
finite pains and with great and 
persistent effort advance their in- 
terests by unpaid publicity. 

Chief among these are theatri- 
cal managers. The business done 
by these men in New York is 
almost inconsiderable when com- 
pared with any other commercial 
enterprise. There are, in round 
numbers some sixty theaters of 
all grades in New York city. 
They advertise on week days very 
little as to individual papers, but 
very generally and on Sundays 
throw up a large body of adver- 





tisement in special publications. 
There is no theater in New York 
that pays to any individual news- 
paper a sum amounting to over 
$150 a week during the act.ve 
season. The New York Jerald, 
which carries the cream of the 
business, has from no _ individual 
theater a return of $150 a week 
except under special and tem- 
porary conditions of the theatri- 
cal season. 

The Opera as conducted by 
Herr Conreid does indeed pay 
more, but its existence is only for 
twenty weeks at the most. Keith’s 
Theater, which is one of the few 
open in New York the year round, 
pays for its publicity in the Her- 
ald less than $100 a_ week. 
Proctor, with three theaters, pays 
but a trifle more. Yet these 
theaters receive, in addition to 
their paid space, frequently four or 
five times as much space in the 
freest and most gratuitous form 
of advertising. Apart from the 
criticisms, which are supposed and 
sometimes are matters of public 
interest, they secure all sorts of 
personal and business mention. 
Mr. Frohman comes back from a 
trip to Europe. The daily papers 
tell with great detail his intention 
before he leaves, and with equal 
care his plans when he returns. 
Mr. Klaw or Mr. Erlanger en- 
gages an actor for a part and the 
story of the negotiations from 
their earliest inception to their 
completion are recorded. Mr, 
Belasco has in his mind a new 
play. The history of the develop. 
ment of its plot is followed by 
the newspaper press with pains 
and care. and the net result of 
these publications is simply free 
advertising, 

So long as these theatrical man- 
agers make use of this form of 
publicity in moderation and with- 
out calculating upon it as a 
means of exploiting their produc- 
tions in a commercial sense, there 
is no offense. But when they take 
definite count of the readiness of 
the press to be used, and estimate 
it as an asset of real importance, 
even paying for the services of 





Press Agents whose business it is 
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to work the papers with a staff 
of assistants, it is time for pub- 
lishers to look out for their own. 

Not only managers but actors 
are active in securing, by various 
means, this kind of free advertise. 
ment. Nor is it by any means 
confined to daily or weekly pa- 
pers. Actors of importance in 
their line have regularly engaged 
press agents who work the month- 
ly magaz:nes and periodical press 
in their interests, and with pic- 
tures and fake stories in which 
there is admittedly no basis of 
truth, exploit their principals. 

If the theatrical profession 

“pulls the publisher’s leg” by a 
hundred clever devices, what can 
be said for the business of poli- 
tics? Not the least of a politi- 
cian’s aim is the publicity which 
he can secure, and it is far from 
the least important. It is true 
that around him centers a large 
degree of public interest. What 
he may or can do concerns the 
body politic and even what he 
Says may occasionally be of in- 
terest if not so frequently of im- 
portance. But he counts always 
upon the free publicity given to 
his acts and his words as a defi- 
nite and ponderable asset in his 
career. While these are occasion. 
ally of news importance, they are 
much more often of personal 
value to him, and after the theat- 
rical manager and the actor, he is 
a most persistent and_ successful 
seeker for free advert’sement. 
The theatrical problem is not a 
difficult one for publishers to 
deal with, the political proposition 
is more difficult and is probably. 
from the advertising standpoint. 
practically unsolvable because it 
is surrounded, as effecting an in- 
dividual newspaper, with so many 
collateral influences, 

Next among free advertisement 
seekers come _ hotel keepers. 
There are a few hotels, notably in 
New York. that have built up 
their reputations into comparative 
solidity working the weekly and 
periodical press with free adver- 
tisements. It is not our province 
to say whether these enterprises 
are mer‘torious or otherwise, The 
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fact is that they got their pub- 
licity for nothing. Occas.onally 
it happens that they are hoist with 
their own petard, as in the case 
of a recently opened hostelry in 
this city, the St. Regis, Mr. 
Hahn professed to have a hotel 
so splendid that he frightened 
even the millionaires away. The 
newspapers found that sort ot 
free advertising to their mind and 
they exaggerated it to the last de- 
gree. There were stories about a 
$10,000 bed in the bridal chamber, 
and breakfasts at the cheapest 
rate of $10 a single cover. Mr. 
Hahn found it difficult to correct 
the impressions he had himself 
taken pains to create. 

The Waldorf-Astoria gets lots 
of this kind of free advertising, 
and so, too, has the Gorham, but 
of recent days the hotel keeper has 
had some difficulty in securing it. 
Extravagant hostelries have been 
run to the limit, and unless the 
hetel proprietor has in reserve 
other resources, like Simeon Ford 
of the Grand Union, he will not 
get much attention. Still if he be 
watchful he can and does secure 
no small amount of it. The im- 
portant guest, the political dinner, 
the society function that may 
center in a supper at his inn, are 
all the “unearned increment” and 
fish for his net. 

‘Next in order come the inven- 
tor who has secured some defin te 
success. Thomas A. Edison has 
had more free advertising than 
any man living. Not only does he 
seek it, but it is used as a defi- 
nite and serious asset in his busi- 
ness. Not only in daily papers, 
but weekly and monthly period'- 
cals as well, and even in the 
scientific journals, that man has 
been credited with projects which 
not only never occurred to him, but 
which henever entertained at all. 
Maxim is another inventor that 
has shared. the profits of this 
same sort of publicity, and so, too. 
is Tesla. Perhaps no one has 
had such an amount of free ad- 
vertising in recent years as Mar- 
coni, and no one has made better 
use of it. Not that he is not an 
inventor and discoverer of the 

















most important laws of electrical 
science, but when his schemes 
were. promoted commercially, 
they were advanced by publicity 


methods which made other men 
ot science fairly writhe with 
anguish. The amount of free ad- 


vertising his enterprises secured 
is in value simply incalculable. 

George Westinghouse is credit- 
ed with having said that if it had 
not been for the free advertising 
he received at the beginning of 
his career with his now famous 
and established brake, he had 
failed altogether in life. 

After inventors come promot- 
ers, particularly the Wall Street 
brand. Ordinarily these men, be- 
ing accustomed to get real money, 
are ready to pay it out—when 
they have it. But when they do 
not, as not infrequently happens 
to them, they are even as prompt 
as theatrical managers or politi- 
cians to work for free advertising, 

Then there is finally, to round 
up the whole lot, the men who 
exist upon the fringe of the busi- 
ness world in almost all trades 
and industries. Wherever you 
turn you will meet them and al- 
ways find them ready to take ad- 
vantage of any reasonable or un- 
reasonable opportunity. 

With legit.mate advertising the 
teal difficulty is frequently to 
avoid undesirable publicity. You 
will rarely find any department 
store indicated by name in the 
daily newspaper press as the scene 
of shoplifting or robberies or ac- 


cidents. They always read in the 
daily and well instructed press 
“in a department store’ so and w 


so took place. But less legitimate 
advertisers have to meet these ob- 
jectionable features and take the 
lean with the fat. 
R. E, RAyMonp. 
_— - 
GOT ATTENTION, 

Some years ago a big concern adver- 
tised for an advertising manager. It 
was a fine position. Applicatons must 
be by letter only. I cudgeled my 
brains. Here would be hundreds of 
letters, many of them from applicants 
who cou'd write a mighty good letter. 
Tow could I attract specia! attention 
to my letter? Finally I produced the 
following: 

“Gentlemen: “I have unquestionable 
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credentials as to my character. Aside 
from that, what you want to know is 
whether I can give an individuality to 
your advertising that will bring results, 
I will prove to you, right here and 
now, that I can. I will make this letter 
of mine stand out like a sore thumb 
from among all the hundreds that you 
receive. Whether you wish it or not, 
it will rivet your atention, excite your 
interest. Put me in charge of your 
advertising, and I will make that, too, 
stick out above all competitors.” 

I went to a typewriter and had one 
hundred copies of this made. And 
sent them all in the same mail. Every 
second or third letter in their mail the 
next morning was mine. It cost me 
two dollars in postage—but I got the 
— and I have held it ever since.’ 

A. M. C. in Saturday Evening Post. 








Advertisements. 

All advertisements in * Printers’ Ink” cost 
twenty cents a tne Sor each insertion. $10. 40.0 
line per year. Five per cent disconut may be 
deducted tf paid for in advance of publi 
cation and ten per cent on yearly contract 
putd wholly in advance of jirst publication 
Display type and cuts may be used without 
ertra charge. but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded. 


WANTS. 


f (te circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
140.000 copies per day. 


7OUNG MAN having eight years’ experience 

as adv. solicitor desires out-of-town maga- 

zine or trade journal to represent in New York 
Bity. “Y.,” care Printers’ Ink. 


E XECUTIVE, Clerical, Technical and Salesmen 
4 positions paying $1000-$5000, now open. 
Write for booklet and state position desired. 
HAPGOUDS, 305 Broadway, N.Y. 


ONCERNING TYPK—a Cyclopedia of Every 

day Information for the Non-Printer Adver- 

tising Man, get ‘typewise”: 64 pp., 50c. postpaid, 
ag’ts wantea. A. 8. ARNELL, 150 Nassau St.. N.Y. 


XPERIENCED trade journal editor, reporter 

4 and ca gin | solicitor wishes to repre- 
sent several magazines or trade papers in_N. Y. 
City. F. RUTHERFORD, 265 Broadway ,New York. 


N AN of good character, formerly a composi- 
4 tor, wants pos ‘ion on county weekly. Can 
do local reporting and would assist and be use- 
ful in any capacity. Address ‘Rt. C..” care 


Printers’ Ink. 
N¥ men who, REPORTERS--Bright young 
ho know what neve is and how to 


Oo 
rite end for booklet No. 7 about postions 
Fre NAL Ds NEWSPAPER MEN'S EXCHANGE 
(estab. 1898), Springfield, Mass. 


DVERTISING solicitor wanted for 9 monthly 

magazine. No broken-down hack need ap- 

phy. Good opportunity for a first-class man. 

Give references and state experience in letter. 
Address *'G. A.,” care Printers’ Ink, New York. 


he EDICINES, Toilet Preparations, Perfumes, 
made for Agents and Mail-Order Trade. 
Finished packers or bulk goods. W Tite us. 
. M. HOPKINS & C 
Sta. B. Detroit, Mich. 


V ANTED—To get in touch with small recog- 
nizei news paper advertising agency anx- 
ious to grow. Willing to buy such a business if 
of the Hot) sini and manned intelligently. 
WM L SIEP. ENS, Room No, 110 Fenna, Bldg., 
Wikeinaan, Del. 
VERY ADVERTISER and mail-order dealer 
4 shouia read THE \\ ESTERN MONTHLY, an ad 
vertiser’s magazine, Largest circulation of any 
advertising lee In america. Sample copy 
free. THE ESTERN MONTHLY, 815 Granu 
Ave., Kansas City, Mo. 





j 
' 


MPa egies» 











co! 


th 


an 





le 
is 
my) 


id 


he 


ing 


hly 


3 if 
ig-, 
ler 
ch 
ny 


nd 








\ 7 ANTED—An experienced and practical man 

to a P a job and newspaper plant, 
wiha daily and weekly paper; doing an annual 
business ot over $25,000. Desire party able to buy 
an interest and take full charge of the business. 
For particulars address *‘L 23,’ care Printers’ Ink 


4 Nigr editor of one of the best trade papers, 

catering vo advertising agents, advertisers 
and publishers, would furnish Chicago and 
Western items to any publisher desiring same 
for a moderate monthly remuneration. 

Address “ITEMS,” care of Printers’ “Ink, New 
York City. 

IF A COMPETENT ADVERTISING 
SOLICITOR DESIRES TO UNDERTAKE 
A HIGH CLASS sIGN-BOARD ADVER.- 
TISING PROPOSITION, HE SHOULD 
COMMUNICATE IMMEDIATELY WITH 
‘POSTER.” P, 0. BOX, 1508, N, Y. 


A CHICAGO Special Agent who has for many 

years represented three specially high- 
cane dailies, published at widely separated cen- 
ters, and to whom he is at liberty to refer, would 
be glad to add one or two more of the r’ ight sort, 
issued at points that do not compete with those 
he now works for, Address C a SPEC: IAL, 
care of Printers’ Ink. New York 


‘ALESMEN W ANTED and Business Opportu- 
) nities in every corner of the United States. 
Read the quaintly ubustrated Classified rages in 
EVERYBODY’S MAGAZINE—America’s Great Clas- 
sified Medium-—three million readers, 

Have You Something to Sell! Send for pie 
to Advertise in a Small Way Successfull Tay 
other free booklets. THE RIDGWAY TE AYER 
COMPANY, 31 KE 17th St.. New York, 


was TED—Man who can write strong. argu- 
mentative advertis:ng copy. The ordinary 
adwriter trained to fill much space in little time 
with mere words needn’t apply. We want a man 
who is big enough mentally to dig up arguments 
and present them with fascination and force of 
the driving-it-in and breaking-it-off variety. 
Rare opportunity for the man that’s big enough. 
send samples of argumentative copy aud ex- 
perience to “S. F.,” care Printers’ Ink. 
W ANTED—Clerks ana others with common 
school educations only, who wish to qual- 
ity for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds supp 
GEORGE: H. Pt SWELL Advertising and Ruat- 
ness Expert. 143 Metropolitan Annex, New York. 


\ TANTED—The name of the Indianapolis 

gentleman who, under date Aug. 3d, wrote 
me for details of proposition advertised on page 
82. July 18th issue PRINTERS’ INK, and who failed 
tosign his letter. Upon receipt of name I will 
communicate re that property us well as regard- 
ing avaible Indiana, Illinois and farther West 
country daily properties. 


O. M. PALMER, 
Newspaper Broker, 
277 Broadway, New York. 


A Good Sport Page 
ls a Circulation 
Builder ! 


Written in a picturesque and vigorous style, 
intelligently edited, with an honest and original 
column of comment, it is a great pu'ler. 

‘a Nt peaeen » no matter how Sever, ean fill 
ne bill. 

A sporting editor who oes and sells opinions 
on his page loses the confidence of his readers 
and is a positive detriment to his paper. 

If you area ee or managing editor, and 
agree with me so fir. | can convince you that | 
am the man to make your sport page ore of the 
strongest features of your paper. 

Have had wide experience as sporting editor 
and writer. 

Know sport thoroughly and sporting men from 
Cvast to coast. 

Especialiy know what is of human interest in 
sport and how to play it up 

Address A, J., care Printers’ Ink. 
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b a YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and av managers should use the ciassified cu!- 
umns of PRINTERS’ INK, the business journal tor 
advertisers, peer weekly at 10 Spruce 8t., 
New York. Such advertisements will ve inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
eRe’ INK 18 the best school for advertisers, and it 
reaches every week more empluying aavertisers 
than any other vublication in the United States 


PATENTS. 


euamPATENTS that PROTE 
Our 8 books for -— = ¥ mailed on a t 
of 6 cts. stamps. R. 8. & A: B. LACE 
Washington. D.C. Exatab. 1869. 















+> 
ADVERTISING MEDIA 
MHe Gv Anem, 
cranton. Pa 


Thirteenth mm... 20c. agate line. 


i Mae aes grocers distribute food products to 

10,000 consumers in Troy and Central Miami 
County, Ohio. ‘Ihe RECORD reaches 70 per cent 
of them. Only daily. Une aac only 
necessary. Send for r rate var var 


OVER 25,000 LOYA LOYAL READERS 
of the UNITED STATES REAL ESTATE JOUK- 
NAL have CASH and are just sim- 
ply waiting to buy your farm. 
ome, business, patent, mill. 
mine, oi], NEWSPAPER or other 
property at a fair price. STE- 
PHENS SPECIAL SERVICE analyzes. 
eto and places your deal 
efore them right. Let's fit this 
service to your particular case 
to. day, and convince you of Basa 
subtle power in producing sa 
factory results, J. ALLEN STEPHEN s. 
(Ine.), Publisher, 40 Willard Bldg., Muncie, Ind. 
—_— or 





MAILING MACHINES. 
HE DICK MATCHLESs MAIL" R lighted and 
quickest. Price $12. F. J. VAL!.NTINK, 
Mfr., 178 Vermont St., Buffalo. NY. 


CARDS. 
OST CARDS of wpe very description are made By 
us. Wesbip to al parts of ! he world. Pai 
ticulars on request. U. 8. SOUVENIR POST 
CARD CO.,1140 Broaaway. N.Y. 


oe 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 

GENTS wanted to sell ad novelties, 25% comm. 
a 3 samples, !0c. J.C. KENYON. Owego.N. Y. 
ee Paper hes gr ts with your advertise- 
t, $15 per Catalog adv. novelties 

pl ST. LOUIS BUT TON CO.. St. Louis, Mo. 
7 RITE forsamole and price new combination 
Kitchen Hook and sill File. Keeps your ac 
before the bousewife and business man, THE 
WHITKHKAD & HOAG Cu., Newark, N. J. 

Branches in all lar; ze cities 


WE MAKE 200 Adv. NOV- 
ht that live LONG 
and talk LOUD. List 23 “- 
FREE. os it now. 
NOVELTY CO. 


+o 


BOOKLETS, 


Booklet Barasias 


1,000 8-page Booklets, = 5.00 
3,000 5.00 
5,000 « <2 36.00 


Size 5%x3% inches, Either white or colored 
woodcut paper and any one color of ink desired. 
A cheap Booklet that doesn’t look the part. 
Send for sample. Address Printers’ Ink 
Press, 45 Rose Street, New York City. 
































REAL ESTATE. 


R KALTY AND UTHER BUSINESS OPPORTU- 
NITLES in every corner of the United States, 
( uba, Mexico and Canada. Read the quaintly 
llustrated Classified Pages in KVERYBODY’S 
MAGAZINE—America’s Great Classified Medium— 
three million readers. 
Have You Something to Sell! Send for “How 
Advertise in a Smail Way Successfully” and 





other free booklets. THE RIDGWAY-THAYER 


COMPANY, 31 E. 17th St., New York. 
——_+o+ —__. 
POSTAGE STAMPS. 
25 OFF, ungummed. unused. U.$ ; ¢.0.d. R 
~ E. ORSER, 2404 4 Milwaukee Ave., Chicago. 


UBLISHERS and M. O. Dealers—Unused conn 
gum) U. 8S. stamps bought; 5 ver cent di 
count check by return mail. CHAMBERS STAMP 
CO., 111 Nassau St., New York. 


BOOKS. 





45th Edition Now in Press. 


“SUCCESSFUL ADVERTISING — 
HOW TO ACCOMPLISH IT.” 
The Standard Work for Advertisers and 
Ketail Merchants. 

400 Pp. . brimful of practical ) 
eas and money-mak- $2, 
ing plans, postpaid. . Net 
LINCOLN ma co.. 
88 to 52 So. 4th St.. Phila., Pa, 
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ADDRESSING MACHINES. 


DDKESSING MACHINES—No type used in 
the Wallace stenci] acaressing machine. A 

card index system of addressing used by the 
largest publishers througboutthne country. Seid 
cor euculars — do ‘eal a low rates. 
VALLACE & ¢ 29 Mu t., New York, 
401 Pontiac Blas S58 Dearbere 8t., Uhicago. Ill, 





——_~«or 
SUPPLIES. 


NK OTz HEADINGS of Bond Paper, 5%x8'%s 

a inches, with St ae (laid p). 100 for “69C.,; 

250 for $1.10; 500 for $1.60 ; 1,000 for $2.50, 2.000 for 
4.50; 5,000 for $11.00. Send for sampies MERIT 
RESS. Bethlehem, Pa. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag: 
seneou inks than any other ink house in the 


"Special prices to cash buyers. 


| eee eng Cold Water Paste now used ex- 
clusively by publishers. clipping bureaus, 
Dilipossers, ci va ema on trunk factories and all 
ste users Ww. ave tried it. Sample free. BER 
NARD'S PASTE DEPT. Tribune Bldg., C ia 





ADVERTISING AGENCIES. 


I A. O’GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


MQ\HE IRELAND ADVERTISING AGENCY, 
Write for Different Kind Advertising Service. 
925 shestnut s Street, Philadelphia. 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
General advertising Agents. Kstablishea 

1872. Chicago. Boston. Philadelphia. Advertis- 
inzor all kinds placed in every part of the world 


if ARNHART AND SWASEY, Oakland, Cai.— 
Largest ageony west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 
~ 


ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 
UTO-ADDRESSER—An office machine that 


aves 90 rr cent. Besides selling the 
SSER,” we make an IMITATION 














RESS 
TYPEWRITTEN LeTTER and fill in the address 
so that it cannot be distinguished from the real. 
co do wrapping, folding, sealing, mailing, etc 
As 


AUTO-ADDRESSER, 310 Broadway, N.Y. 





TL N BOXES. 


F you have an attractive, handy package vou 

will sell more goodsand get better prices tor 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, ava preverve the 
contents. You can buy in one-half eross lots and 
at very low prices, too. We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charles Flesh Food. New-Skin, 
and, in fact. for most of the “big guns.” But we 
pay just as muchattention to the “little fellows.” 
Better send for a new illustrated catalog. It 
contains jots of valuable information. and 1s 
free. AMERICAN oe COMPANY. 1) 
Verona Street, Brookiyn. N. Y._ The largest 
maker of TIN BOXES outside the Trust. 





or 
FOR SALE. 


DVERTISING Wavon and Harness, cost $500 

used but little; fine for medicine business, 

For sale at a bargain. CHAS. BERNARD. 
Tribune Bidg., Chicago. 


nen SALE—Complete newspaper and job plant 

in excellent condition, publishing daily 1.600 
circulation, weekly 2,500, in growing city of 12,000 
population. doing between $2.500 and $3,000 of 
business per month and steadily increasing; in 
splendid field to improve. For particulars, price 
and terms, write C. A. McCUY, Lake Charlies, La, 














7 
HA LF. TONES. 


ERFECT copper half-tones, |-col.. $1; rob 8 
l0c. per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio. 


N EWSPAPER HALF-TONES. 
AN 2x3, 75c.; 3x4, $l; 4x5, $1.€ 
Delivered when cash accompanies the order. 
Send for samples. 

KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


H ALF-TONE or line productions. 10 square 
inches or smaller, delivered prepaid. 7ic.; 
6 or more. 40¢c. each, Cash with order. All 
newspaper screens. Service day and night. 
Write for circulars. Keferences furnishea, 
Newspaper process-engraver. Pp, O. Box $15, 
Philadelphia, a 











COIN MAILER, 


1 OO« for $3. 10.000. $20. Any printing. Acme 
Coin Carrier Co.. Fc. Madison, la, 
———_-+> 


COIN CARDS. 


2D) PER 1,000. Less for more; any printing. 
.) THE COIN WRAPPER Cv, Detroit, Mich. 
—+»__—- 








PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


ALF-INTEREST in Weiser (Idaho) SIGNAL, 
$4.000. Good Seeees ae | “we live 


and growing town of 3,500. Barg Address 
R. E. LOCK WOOD 
Riggins, Idaho. 


N AIL Order Papers for sale 

4 One has 400,000 subscribers at 25 cents 
Price $75,000. 

Another has 85, ee subscribers, 

Price asked $12, 

ADouhe = has: 25, 300 ‘subse ribers, 


Price 
* EMERSON P. HARRIS, 
so) St in Publishing Property 
3 Broadway, New Yo rk. 


PRIN TERS. 


JRINTERS. Write R. CARLETON, Omaha, 
Nev., for copyright lodge cut catalogue. 

W FE print catajogues. bookiets. circulars. acv. 

matter—all kinds. \\ rite for prices, THE 
BLAIR PTG. Co., 514 soit St.. Cincinnat. C. 





ILLUSTRATORS A ND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;cheap. 
HARPER ILLUS, SYNDICATE, Columbus, O. 





—_ ++ 
PHOTO-ENGRAVING. 


JHOTO-ENGRAVERS, Designers. PNDal list and 
samples sent on request RD EN- 
GRAVING, CO., New York. 
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ADVERTISEMENT CONSTRUCTORS. 


CHWED’S CREATION pays advertisers. -~ 
OO culatiing 10.000 Advertising rate, 10c. 
line; $1 an ineb. Subscription price, 25c, a pol 
SCHWED BROS., 409 E. 52d St.. New York. 


] IK the immortal “Jones,”—"I pay the 
4 freight’ on samples of my work—which | 
gladly senu to the man who suspects himself of 

wanting some bit of advertising matter quite 
different trom what he has been using. 

1 make Circulars, Folders, lrice-I ists, Cata- 
logues, Trade Primers, Cireular Letters, An- 
nouncemenis, Mailing Cards, Booklets, Notices. 
Newspaper, Periodical and Trade Journal Ad- 
vertisements, etc., ete. — all of tuese with “pe- 
culiarities” of their own. 

In any event, it will cost you nothing to Gis- 
cover that I am mistaken in thinking that my 
kind of advertising would be helpful to you. 

A postal card sent me 1s one cent astray. 

No. 61. FRANCIS I, MAULE, 402 Sansom St.,Phila 


A THIRD Fling at the Publisher 
by “HIMSELF.”’ 


Ye Vendors of Advertising Space, be not de- 
ceived; put not your trust in high-priced adver- 
tising solicitors—they are mighty men, but they 
ean do little in the long run unless you make your 
columns pay, for the advertiser yields to persua- 
sion before, not after, he has burnt his fingers. 

The high-priced advertising solicitor pays you 
best When your columns are yielding the maxi- 
mum returns to the advertiser, and that is when 
your advertiser is using the most powerful copy 
obtainable, 

Support your sol-citor and help him to make 
his work profitable to you my directing your 
clients to The Letter Shop, where advertis. ng 

Copy of the Higher Order is prepared by Frank 
lyn Hobbs, “Himself,” and His Eight Able Aids 

the Most Powerfu Force of Advertising Copy 
Whiters in America, 

THE LieTTER SHOP, 1200 to 1295 Monon Build 
ing, 324 Dearborn Street, Chicago, U S. A. 


I Would Like 


to devote the most of my time to handling 
the advertising of not over six concerns 
that cannot afford to employ an «dvertising 
manager at a high salary, but who are will- 
ing to ray 200 a year each for such ser- 
vices. For that amount I’ll write all adver- 
tising copy and perform all other advertis- 
ing service that each particular case may 
need just as effectively as though ! were 
on tne ground getting a larger salary. 

Suh concerns will do well to write to me 
for particulars. 


J. H. LARIMORE, 
135 N. State St., Westerville. O. 














a oe 
CARD INDEX SUPPLIES, 
cle CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price trom the manufacturers. ‘his means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bldg., Phila. 





F °-REMIUM EMIUMS. 


MSHOUSANDS of sug; uggestive premiums suitable 
for publishers ‘and others from the foremost 
makers and wholesvle dealers in jewelry and 
kindred ‘cc oo nage list price illustrated 
catalogue ) Greatest book of its kind. 
or ontealle. 34th issue now ready ; free. 
SF. MYERS CO., 4 fiw. and 49 Maiden Lane, N.Y. 
~~ - 


PAPER. 


B BaSSETT & SOTPHIN, 
45 Beekman xt.. New York Cit 
Coated papersa speciaity. Diamond B Perfect 
White for bign-graue catalogues. 


> 


FOR SALE OR EXCHANGE. 


47 DESIRABLE building lots in South Savan- 

nah, Ga, Excellent opportunity for colony 
of truck yvardeners; will seli re:sonable or ex 
change for anvtt ing ef equal v jue. CHAS, 
BERAARD, Trivune Bldg., Chicugo. 
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EXPERIENCED ADVERTISERS 
ARE ALWAYS LOOKING FOR 


THE ONLY ONE 
OF ITS KIND 


The Scotch and Scotch-Irish Presby- 
terians were the founders and are the 
builders of America, and stand to-day 
among ourselves and before the world 
for everything that is best in religion, 
education, politics and industry. The 
rank and file of the ministry and mem- 
bership of the Reformed Presbyterian 
denomination are Scotch or Scotch-Irish 
Presbyterians; and to reach them thor- 
oughly and effectively you must use their 
officially endorsed religious weekly. 


THE CHRISTIAN NATION 


Wednesdays—234d year, 
NEW YORK. 


CHRISTIQN NATION PUBLISHING CO. 
Tribune Building, N. Y. 














Within the Past 's . 
Year We 
Have Supplied , I 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D. C., With Over 


100,000 


POUNDS OF 


MONOTYPE METAL 
WITHOUT A SINGLE COMPLAINT. 


Has a record like this ever been surpassed 
in the manufacture of Printers’ Metals ! 
ve make a specialty of the mon 
of Metals for Printers—Monotype. Linotype, 
Stereotype, Electrotype, Autoplate, Com- 
positype. 


ERCHANT & EVANS CO 


Successors to 


MERCHANT & CO., Inc. 


SMELTERS, REFINERS, 


PHILADELPHIA. 
New York Chicago Baltimore 





Brooklyn Kansas City Denver 
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THE BIGGEST REAL ESTATE AD 







EVER PRINTED BY A NEWSPAPER 





FRIDAY, AUGUST 38, 1906. 


Slawson & Hobbs, a firm of prominent West Side Real 
Estate agents, published in that issue a 5-page adver- 
tisement made up of pictures of apartment houses under 
their management, together with a schedule giving the 
rents and the number of rooms for rent in each house. 


THE selection of The GLOBE by 
thls firm in publishing an adver- 
tisement of this character attests the 
high regard in which Slawson & 
Hobbs hold this paper as a result- 
producing medium, 

This firm has spent many thou- 
sands of dollars in advertising in this 


paper, not only for the purpose of 
securing tenants for apartments, but 
to find investors for New York real 
estate. Its daily 300-line real estate 
ad, which ran continuously for 15 
months exclusively in The GLOBE, 
tells a story that needs no further 
comment, 


THE GLOBE 

















satisfactory. Address 





“Going Far Away” 


For several years until recently our firm used your 50-cent black ink, 
getting the same in 10-pound cans, and as I am going to the Northwest 
Coast (Puget Sound), where I will be too far from Printers Ink Jonson 
for handy business relations, I wish to take some of your inks with me, 
so herewith hand you an order.—O. G. Wall, Minneapolis, Minn. 


It is rather gratifying to me to receive letters like the 
above, as it proves that there is a bond of friendship exist- 
ing, even though we have never had the pleasure of meeting 
each other. Every mail brings some sort of an epistle which 
compliments my inks or my methods; and, even though my 
customers may move from town to town or State to State, the 
name of Printers Ink Jonson is never forgotten. Send for 
my new specimen book and compare it with the inks you 
are now buying on credit, and probably paying double or 
treble my prices. Money back when goods are not found 


PRINTERS INK JONSON 
17 Spruce St., New York 
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BY GEORGE ETHRIDGE, 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


READEAS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGE! 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


353 UNION SQUARE, N.Y. 





The advertisement marked No. 
1 gives the owner of plants some 





KU the bugs before they 
get a chance to destroy 

your par plants and dowers 
tno —with THOMPSON'S 
ROSE-NICOTINE, (pure nicotine 
. It willbe hard- 





niture, bedding or woodwork, pene 
houses, dog kennels, etc. Rold b 
druggists, 25c. and 50c. cans; the ROSE-RICOTIN 
FUMIGATO Ben convenient for house- 
hold and_hen-house somigeece to kill 
vermin. No odor afterwa 
If you send us the name of x 
free our valuable booklet (32 pages) 
to dest Plant ane and Vermin.” 
50c. can prepaid ; 25c. can or Fumigator 40c or 
» if your druggies “won't supply you, 
(not mailable.) 


F, A. THOMPSON & CO., Mig. Chemists, 
524 Trombley Ave., Detroit, Mich. 


No.| 


good advice—“Carefully examine 


your plants carly,”—but the il- 
lustration is a weak one and the 






















g 
fed * CAREFULLY EXAMINE 
your plants EARLY LY 





No. 2 


packa,e down in the corner gets 
very badly treated indeed, Num.- 








ber two represents a method 
handling the same idea with muci 
better and clearer results. In 
either case the advertisement 
looks more as if it were advertis- 
ing a magnifying glass than an 
insecticide. It is not a good idea 
to call attention so prominently to 
a thing which is not advertised 
and subordinate the thing that is. 
* * * 

Some people say that an ad- 
vertisement like this Postum ef- 
fort is very bad advertising—that 











Overworked 


COFFEE 
WORKS THE HEART. 
Look out for it. 


Run after a car or run up stairs and see whether your 
heart is weak or 


If it flutters weakly, look out! 





You need a strong heart in your business. Try quit- 
ting coffee if it weakens the hea:t action or breaks 
down your nervous strength in any way. 


It's easy if you have well-made 


POSTUM 


and “There’s a Reason.” 





Postum Cereal Co., Lid., Battle Creek, Mich, US A 











such an illustration is not only 
unpleasant, but absolutely dis- 
tressing, and that their -first and 
last impulse is to turn over the 
page and get away from it as 
soon as possible. These critics 
are right from their own point of 
view, but on the other hand it is 
probably true that a certain num- 
ber of timorous people, who ex- 
pect to meet death face to face 
every time they open a door, stop 
at such an advertisement as this 
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and say “Great Scott! If that is 
what coffee does to my heart it’s 
time I cut it out and _ used 
Postum!"" Such is not only prob- 
ably the case, but undoubtedly so. 
or so shrewd and successful an 
advertiser as Mr. Post would not 
persist in this style of copy. 
* * * 

It is true that “With Rod and 
Reel in Canada.” opens up almost 
unlimited opportunities for enjoy- 








With Rod ~ 
and Reel in 


Sport is assured the angler who 
¢ NIPIGON. 


of Trout in Northern QUEBEC, 


Tass and Maskinonge in gma 
Take an outing—it will do you gool. 








ment, but this Canadian Pacific 
advertisement is far from allur- 
ing, nor does it represent or in- 
dicate in any manner the pleas- 
ures of outdoor life in Canada. 
The man is a crude and beefy im- 
possibility, and the general effect 
of the whole advertisement is 
dull and tiresome. Better leave 
the descriptions of summer sports 
and pleasures to a capable word- 
smith than to discourage the pub- 
lic with such illustrations as this. 
* * * 
The advertisement of Sargent & 








tay be safely left io the hands of your architect, but you: 
should be reflected in matters of important cecorntsra Goal, Corre thee 
8. 





ts the selection ware Trimmings. 
prowiseot they are hardly lee ‘import thao pictures and poll 


SARGENT’S pariwar Hardware 


Carats ay a7 Spr Pfeccset mon pte ta acticn; wou pormanest ia sevice 
“Sargent’s Book of f ou to select with surety aod sstisfechon 
tuardwaye eumestage ia Leepitn with tay a sect 
(ior Gah. Tle seat complimentary. 7 "7 Senecture ox oay character of ater 
2 CO. 164 Leenard Street, New York. 














Company assures us that “The 
plan of your new house may be 
safely left in the hands of your 
architect.” It is difficult to see 
why an. obvious fact of this kind 





is placed at the very head and 
front of a hardware advertise- 
ment, and more difficult to under- 
stand why one-third of the entire 
space of the advertisement is de- 
voted to the plan of a house, 
which the advertisement _ itselt 
assures us should be left to the 
architect and therefore has noth- 
ing to do with the case. The 
little group of hardware trim- 
mings shown in the center of the 
picture looked very well in the 
original, although, of course, it 
suffers greatly in a small repro- 
duction. The advertisement as a 
whole would have been much bet- 
ter if the plan of the house had 
been left out and the articles ad- 
vertised had been permitted to 
occupy the space saved, thus 
spreading them out and giving 
them a chance to show how ar- 
tistic and desirable they really 
are. 

* * * 

In the summer numbers of cer- 

tain magazines making a specialty 








In beautiful my ckadpd Baltimore. Five courses of study, 
ener wep fom 5 rasta t for High School graduates, 
van! 


Exceptionala tagesin Music. Beautituland spacious 
gg ike! Reeiee one for golf, tennis, basket me 
Residen hysical culture. Mild a’ 
heatthful climate. Visits to National Capital. None 

ee $325 to $450. Catalogue and views. Address 
|. H. Tarner, D.D., Box C. Lutherville, Md. 














of school advertising there are 
literally scores of pages of school 
advertisements, mostly small, and 
Icoking almost precisely alike. 
They probably produce results, 
but it is hard to see how they can. 
If they are illustrated the pictures 
are alike—groups of school build- 
ings, young men in military cos- 
tumes, etc. In fact, they present 
such a dead level of uninteresting 
mediocrity that even a_ simple 
little thing like this Maryland 
College ad stands out head and 
shoulders above its surroundings 
and actually appears both strik- 
ing and attractive. It is a neat 
little ad in many ways, but would 
attract no attention if it were not 
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for the character of its environ- 
ment. School advertisers need to 
wake up and get out of the rut. 
There are now very few classes 
of advertisers who think it is nec- 
essary to follow one another like 
sheep going over a fence, but 
school advertisers have not yet 
learned the importance of indi- 
viduality and distinctiveness. 
——_+o>+—_——_ 
PERIODICALS 
BOOK TRADE, 

As a reading nation we are filling 
up on the husks of periodical literature. 
The 3,000 booksellers in the printing 
trades industry twenty-five years ago 
carrying legitimate stocks of represen- 
tative books are to-day less than 1,000, 
despite the fact that the country has 
increased greatly in wealth and fully 
50 per cent in population. Germany 
publishes 354 books to the million in- 
habitants; France, 344; Great Britain, 
Holland, Belgium, Switzerland, Aus- 
tria, Italy, Sweden, Norway rank after 
France in slightly decreasing ratio; 
and even agrarian Russia prints 85 
books per million of its benighted peo- 
ple. The United States stands at the 
foot of the list with an issue of 81 
books to the million. 3ut we publish 
60 per cent of all the periodicals on the 
globe. British periodicals number in 
all about 4,900. At the rate of ten a 
day, including Sundays and _ holidays, 
for the last ten years new American 
periodicals aggregating 40,000 have 
been admitted to the mails. With a 
scarcely appreciable increase in the cir- 
culation of the higher class of maga- 
zines, the mails of the country are 
flooded with cheap periodical _ stuff 
whose chief end is to disseminate their 
padded pages of advertisements at the 
expense of the Postoffice Department. 
--New York Times. 

eed 

WHAT BILLPOSTING COSTS. 

The average newspaper advertiser ex- 
pending, say, $300 per day, week or 
month, need only divert $100 of that 
appropriation to print and display a 
poster wherein beauty and strength of 
design and coloring can be so combined 
as to produce the kind of hard-hitting 
publicity that not only commands at- 
tention, but which effectually reinforces 
newspaper advertising and absolutely 
causes the latter to be doubly impres- 
sive and effective. An erroneous im- 
pression seems to exist in some quar- 
ters to the effect that pictorial poster 
advertising is expensive. The easiest 
way to remove that impression is to 
seek for authentic data. For instance, 
five hundred eight-sheet posters print- 
ed and kept displayed for four weeks 
on five hundred billboards located on 
the leading thoroughfares of twenty 
cities in New York State, each city 
from 10,000 to 100,000 in population, 
would average only a gross cost per 
day for each city of sixty-one cents.— 
Bllposter. 


CHEAP KILLING 
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ANNOUNCEMENT 


@ We have purchased 


“The Mayflower 


heretofore published at 
Floral Park, New York, and 
will consolidate it with 


‘Floral Life 


@ The first number of our 
publication to be issued un- 
der the new arrangement 
will be that for October, 1906. 


@ The AveraceE CircuLaTiIon 


will be not 12 5 oe OO 


less than 
copies each month, and the 
ADVERTISING RaTE will be 
50 Cents an Agate Line 
per insertion. 


FORMS WILL CLOSE ON THE FIFTH 
OF MONTH PRECEDING PUBLICATION, 


@ MR. JEFFERSON THOMAS will have 
the general management of the periodical, hav- 
ing resigned his position as advertising mana- 
ger of The Ladies’ Home Journal Pattern 
Publications to assume his relations with our 
company, in which he is financially interested. 
Mr. Thomas will be assisted by MR. BERT 
W. DYER, who has been in charge of 
“Frorav Lire”? for the past year. 


@ An active and energetic campaign will be 
made for high-class advertising. MR, PEARL 
YOUNG, president of our company. and MR. 
E. M. MANSUR, who has been advertis'ng 
manager of the “‘ The Mayflower,” will be in 
the field practically all the time, and both Mr. 
Thomas and Mr. Dyer will devote considerable 
time to field work, In other words, the merits 
of the publication will be properly presented 
to advertisers—something that has been done 
with few floral magazines. 


@ The subscription campaign will be prose- 
cuted along equally vigorous lines, and we be- 
lieve our plans yy be depended upon to result 
in a very much larger circulation in a few 
months, The publication will be carefully 
edited ; its columns will be kept free from ob- 
jectionable advertising, and the flower-loving 
people of America will be given the best and 
most practical journal ever offered for their 
consideration. We believe shrewd advertisers 
will find it well worth while to watch our 
progress. 





THE Younc & Bennett Co. 
SPRINGFIELD, OHIO 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send mode! advertisements, ideas for w:ndow 
cards or circulars, and any other suggestions for bettering this departmedt. 











JouNnstown, Pa. 
Editor Ready Made Department: 


Here’s an ad that’s not a whole lot 
for “looks,” perhaps, but it’s certainly 
a good seller of building lots. 

Run three days in one even.ng paper 
at a cost of about $18, it has sold four 
lots—right off the reel—the balance of 
the nine will probably be closed off 
before the week is out as there are 
about fifteen parties looking them over, 

Personally, [ am _ satisfied with the 
ad and the results obtained, but [ am 


curious to know what the “Little 
Schoolmaster” thinks of it. 
Perhaps you can give it a line in 
some future issue. 
Yours truly, CusTER. 





The Little Schoolmaster thinks 
it’s all right, and that its writer 
is worthy of his hire. In fact, as 
the Little Schoolmaster has re- 
marked before, only the hyper- 
critical will criticise an ad which 
is known to have “produced” in 
paying quantities. If anybody 
has sold building lots, even cheap 
building lots, as a direct, trace- 
able result of advertising, at a 
cost of less than $4.50 each, 
Printers’ INK, would like to see 
the ads that did it and to hear 
from the man who made the ads. 
The ad looks all right, too—type 
is a trifle small for easy reading 
in double-column measure, but the 
display is strong. Of course the 
headline is a little misleading, be- 
cause it implies that the entire 
investment calls for only $10, But, 
the ad sold the goods, and if the 
goods are what they were “crack- 
ed up” to be (which the pur- 
chaser had a chance to determine 
for himself), it was a good ad. 
Here’s how it was worded: 





NINE SHREWD MEN WITH $10 
TO INVEST, LISTEN! 
of the original number (forty- 


of lots in the beautiful Berlin 


Out 
seven) 








plot at Sunnyside, exactly nine remain 
unsold. 

To the investor—and the home-seeker 
especially—this is news of vital import- 
ance, because, bes.des closing out what 
has developed to be one of the fastest 
growing and most popular building sec. 
tions in the Seventeenth Ward, it 
offers a final chance for nine men to 
buy real estate and buy it right. 

Located on Ash. street, these lots 
(each one is 40 by 150) are easily 
reached by either the Horner street or 
Windber trolley line—less than fitteen 
minutes, in fact, from the bus ness 
center of the city. 

The high and well-drained ground 
and sweeping view up and down the 
valley for miles makes any one of the 
nine a particularly desirable home site. 

As an investment, nothing surer or 
more certain is there to increase in 
value, and certainly a_ better invest- 
ment, at an outlay of $10 could not 
be imagined. 


A ten-do'lar deposit is all that’s 
necessary to close the deal; the bal- 
ance [ can arrange in monthly pay- 


ments to suit your own convenience. 
Remember, only nine lots left, and 
only $1o necessary to ciose the deal. 
Let me tell you more about them. 
A. M. CUSTER, 


Care Penn Traffic Store, 





The Shannon “Copy” Averages ’Way 
Towards the Front. 
= 


Shannon Lawn 
Mowers Reduced. 


We’ve too many 
Shannon Lawn Mowers left. 
We don’t want to carry 
them over till next season, 
consequently before the 
summer’s over we intend to 
clear them out at a reduced 
price. Remember, there’s not 
a thing the matter with 
them. They have the same 
finely-tempered steel cutting 
blades and the same easy- 
running mechanism as any 
mower we’ve sold heretofore 
at $2.75. We make a new 
price to prompt a_ ready 
riddance, $1.75. 

Think of it, a $2.75 Shan- 
non Lawn Mower for $1.75. 
Even at their regular price 
they’re distinct:ve bargains. 


SHANNON, 
Hardware, 
8:16 Chestnut St., 
Philadelphia, Pa. 
a = juice 
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“Tie Houston CuHronicre,” 
Fastest Growing Daily in Texas. 
Houston, Texas. 

Fditor Ready Made Department: 


The enclosed advertisement appeared 
in a recent issue of the Chronicle. We 
think it a rather unique piece of rule 
work and a striking display. 

Yours truly, 
“Tue Houston CHRONICLE.” 





It is unique, as shown by the 
photo reproduction _ herewith. 
Ordinarily when the printer starts 
in to do stunts with rules he 
succeeds only in separating things 
that belong together, and bring 
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firmly held together at the bottom 
by the rule arrangement and iden. 
tified by a good, strong signature, 
The effect of a big space (nine 
inches deep by four columns), is 
taken full advantage of, and the 
display, even without the unusual 
rule treatment, is unusually strong. 
That body type is a good one, too 
—Cheltenham or its first cousin. 
There is just one thing about this 
ad that I don’t like, and that is 
where it reads “$10 Any Suit in 
the House.” No matter what the 
intention was, that statement is 





Suits Worth 
Up to $30.00 


T seems almost beyond the pale of 
reason that bigh-class tailored gar- 
ments should be disposed of at such 
a-ridiculously low figure. But, our 
season's business has been extreme- 
ly satisfactory—we've made our 
proft—and ow in preparation for 
the plans which we hold out for the 
coming fall season, we sacrifice 
price in order’to thoroughly re- 
duce our stock. Serges, Chev- 
jots, and Fancy Woolen Suits; 
all highly desirable styles, val- 
ves up to $3000 are now be- 

ing offered at $10.00. 








“Any Suit 
In the House” 


EVER mind about the previous 
nce; it may have been $50.00, 
$40.00 or $50.00. All sell now at 
$15.00. You're given free rein to 
take your pick of any suit in our en- 


for the Fall season. The finest of tailor- 
ing constructon for amere song. Fancy 


pattems, correct 
ma 


intended to sell at from three to four 
fumes this special pnce which we 
now ask. "Any Sut w the House* 
only $15.00. 











Garmests® 515 Main Street 





“= MINOR G CO. 


DAN L. RYAN, Manager 


Binz Building 











ing together things that should 
be separated. In. this case there 
are two separate and distinct sec- 
tions, presented almost as inde- 


misleading. 


have been 


I don’t see why the 
reference to ten dollars should 
dragged in anyhow. 
Certainly Minor & Co. wouldn’t 


pendent of, each other as though | allow anybody to pay $15 for a 


they were two separate ads, yet ten-dollar suit. 
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& GROMETER, 

Carpets, Millinery. 

Aurora, Illinois. 
Enclosed please find a full page ad 
of mine on which I ask your cr:ticism, 

Yours truly, 
A. N. Sweet, 
Advertising Manager. 


Wape, Lietz 
Dry Goods, 





The ad referred to is a full 
page, with the words “Red Tag 
Sale” superimposed on a drawing 
1epresenting a lot of tags in a 
hit or miss arrangement, all print - 
ed in red. Beneath is the firm 
name and a few words about 
bargains, in black, following 
which are 18 tags of various 
sizes, with strong red outlines. 
inside each of these tags, in black, 
is the name of a single line, fol- 
Icwed by brief descriptions and 
well-displayed prices. There is 
no long-drawn-out talk, no type 
liysterics—just goods and prices. 





Such an ad could hardly have 
failed to sell goods. 
A Hint for Somebody Who Wants to 


Start a Good Side-Line on a Small 
Investment. From the Danbury 
(Conn.) Evening News, 





Concrete Blocks | 
Ready for Market. 


We have a quantity of 
cured blocks ready for use. 
They are as fine as any pro- 
duced anywhere and as hard 
and durable as adamant. 

For over three centuries 
lumber has been so plentiful 
that it was in the way, but 
those days are gone forever 
in this part of the country 
and concrete must of neces- 
sity be generally used. 

We are producing blocks 
that are ornamental as well 
as plain, and people having 
new construction or repair 
work in mind should care- 
fully investigate the desir. 
ability of using them. We 
welcome visitors. 


NORMAN & RICE, 
234 Main Street, 





Conn, 


Danbury, 
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A Lumber Dealer’s Ad 
Well and Read 


(N. Y.) Observer. 


Looked 
Utica 


that 
Well in the 








Interior Trim. 


When it comes to putting 
the finishing touches to that 
house of yours, or that con- 
tract you are working on, 
you will be interested im 
Kellogg’s Interior Trim. We 
have everything you will re- 
quire—doors, sash, _ blinds. 
cabinet work, veneered work, 
fly screens, mouldings, etc. 
Our prices are always 
economical. 
|} CHAS. C. KELLOGG & 

SON’S CO., | 
Utica, N.. Y. 








| Seneca, St., 





& — 
A Liberal Offer, Indianapolis 


(Ind. ) Ne ews. 


from the 





| Before Leaving 
the City on that 


| Vacation 

| come in and have your 
jewelry cleaned. It costs 
you nothing; makes _ the 


greatest difference and you 
feel better. Isn’t that so? 
Call for a jewel bag or ad- 
vise us where one will reach 
you by mail. 


JULIUS C. WALK & SON, 








Incorporated. 
12 East Washington St., 
Indianapolis, Ind. 
From a Series of Ads Running in the 
Philadelphia Bulletin, Which Seem 
Well Calculated to VWlace Pawn- 


broking on a Higher Plane. 


The Golden Rule 
Pawn Broker. 


Are You In Trouble? 


I cater to good honest 
people, temporarily embar- 
rassed. My office is in a 


locality where you’ll not be 
recognized. Very private 
entrance, so arranged that 
you'll not meet other clients. 
Absolute secrecy. Greatest 
care taken of your property. 
I lend to the limit on any- 


thing, at very low interest. 
If preferred, I will call at 
home or office. Don’t be 


afraid; you can trust me. 
Send for booklet. 
JACOB C. KAHN, 
607 S. 19th Street, 

Philadelphia, Pa, 




















“Get it at 





Evans's’ Serves 


Catch Line and Signature, 








Stamped Summer 
Stationery. 


We are at your service to 


make an address die—your 
summer home or _ hotel; 
yacht name; pennant; your 
monogram, or any other em- 
bossed work. Dies _ start 
at $1. 

We stamp from dies in 


gold, silver or bronze at 20c. 
quire; in colors at 8c. quire, 
and do illuminating, two or 
more colors, at 20c. quire per 
color. 

Write for samples—they’l 
show the quality. 


GET IT AT EVANS'’S, 
Seventeenth and Chestnut, 
Philadelphia, Pa, 





dea 
One of a 
Coal Talks, 
Ne F3 





Series of Unusuaily 
Running in 


Evening Journal. 





| 
| 


| 
Good 


the Albany 





If you make the decision 
to buy your coal new at a 
saving of exactly 45c. on 
ever ton compared to what 
it will cost later, you will 
be acting wisely. 

And you will be acting 
st ll more wisely if you not 
only buy your coal now, but 
buy it of me. 

or I have by far the 
largest storage capacity of 
any retail dealer in the city 
(9,000 tons), and thus you 
are certain of getting your 
coal whenever you want it 
whether there is a strike on 
or not. And my screens are 
movable, and screen the coal 
so thoroughly that you have 
practically no dust to pav 
for. With stationary screens 
there is bound to be a large 
amount of dust, for which 
you have to pay. It is my 
policy to deliver 75 per cent 


of my coal the day it’s 
ordered, and every ton the 
dav it’s promised, 


I shall be pleased to show 
you the kind of service I 
give. 

I am satisfying a lot of 
people, and I know I can 
satisfy you. Won’t you call 
up 827, either *phone, give 
me a trial order, and make 
me prove it? 


JOHN T. D. BLACKBURN, 
108 North Pearl. 








Albany, N. Y. 


Coal Sense No. rast 
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Both as} A Very Convincing “You and I” 
Which 
Milwaukee (Wis.) Journal. 


Recently Appeared in 





I Am Going to 
Make June the 
Biggest Month on 
Record. 


“My Way, a Saving Way 
—to You.”—Jshe sample 
Shoe Man. 

I do not want you to con- 
sder me anything but am- 
bitious. I am after a repu- 
tation, and want to be known 


as THE shoe man of the 
Northwest. But I am going 
to earn the title. 1 want 


this distinction only strictly 
upon merit. I pin my faith 


upon securing this reputa- 
tion on the belief that 
sample shoes worth $4, $5 


and $6 sold to a discrimi- 
nating public at $2 for wo- 
men’s shoes at either shop 
(and $2.50 for men’s shoes 
at my South Side shop) will 
quickly place me at the head 
of the shoe men of this 
territory. 

My South Side shop was 
an instant success. 

South Siders recognized 
values at sight and that is 
why this shop has made such 
a favorable _impress’on—it 
must be a lasting impression. 

I will tell you why June 
will be my busiest month. 


Eight different concerns 
have shipped me (by ex- 
press) their samples, and if 
I dared to tel! vou the 
“brands” of these shoes you 
would agree with me _ that 
June will be lively. But 
I have agreed with the 
manufacturers not to ad- 
vertise the ‘“brands;’’ but 


the shoes are here all right 
and it will not take long to 
have the good news travel 
that the Sample Shoe Man 
has something in sensational 
values this month and_ will 


have all during June at 
both 

SAMPLE SHOE SHOPS, 
A. Arthur Kimball, Megr., 


“T’m the Sample Shoe Man” 
401 National Avenue, 
Milwaukce, Wis. 
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THE STAR GALAXY 


UA 
oat 
TEED 


In Rowell’s American Newspaper Directory something more 
than fifty newspapers are made conspicuous by the Guarantee Star 
pictured above. No one can read the names of these papers with- 
out being impressed with the thought : ‘‘ What a glorious list it is!” 
Out of nearly 25,000 publications issued less than 8,000 get credit for 
printing more than 1,000 copies regularly, and of these less than 
one in four, viz., less than 2,000, keep such a record of the output 
from day to day as enables them to furnish the Directory editor 
with a definite and satisfactory annual report of copies printed, 
thereby revealing the average issue. Of these 2,000, a few more 
than two per cent, or about one in every forty, is sufficiently confi- 
dent of the accuracy of its record of copies printed that it dares to 
invite investigation, and for these the Directory editor stands ready 
to pay a reward of $100 to the first person who discovers and reveals 
an inaccuracy in any one of their guaranteed statements. This 
guarantee has been several years in force, but not only is it true 
that the reward has never yet been paid, but it is equally true that 
it has never been demanded, and that no breath of suspicion has 
ever reached the editor of the Directory that anybody questions 
the exact accuracy of any one of the statements of copies issued 
submitted by any member of what he calls his Star Galaxy. It 
is often asserted that any publisher can have the Guarantee Star 
by paying $100 for it. That may be practically true, but just think 
what an ass a man would be to offer a reward of $100 to any one 
who would or could prove him a liar, without being dead certain 
beforehand that the statement guaranteed is as true as gospel. It 
is, doubtless, the sneaking fear that there may be a modicum of 
error in a statement, although duly signed and verified, that keeps 
the Star Galaxy down to so smal). a membership. No one can look 
at the list cf fifty members without being impressed that it com- 
poses a mighty good company to be found in the midst of. 

If fuller information is desired concerning the method and con- 
ditions of membership in the Star Galaxy the inquirer should address 


THE PRINTERS’ INK PUBLISHING COMPANY, 


Publishers of Printers’ Ink and 
Rowell’s American Newspaper Directory, 


No. 10 SprucE St., NEw YoRK CITY. 
Publishers who have any doubt about the absolute accuracy of the state- 


ments they issue concerning their average editions want to steer very clear of 
membership in the Star Galaxy, 





